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"TV Guide’ Saves You Auto Buy Now 
ARF Study with 


L NEWSPAPER OF MARKETING 
PUSH-BUTTON | ‘Strict Accountability’... 


ah Dr Wests Ad Is ‘Express Warranty’ to Buyer, 


eueemmemems Ohio High Court Rules in Toni Case 


and Buy They Did 
$150,000 Donation 


(See letter on Page 3) 
CLEVELAND, March 7—This city 
New York, March 6—TV Guide 
has come to the aid of the Adver- 
tising Research Foundation with a 
munificent contribution of $150,- 
000 for the proposed magazine au- | 


went on a car buying binge last | 
week. Result: Almost 7,000 new | 
and used automobiles were sold. 
“You Auto Buy Now” was the 
theme of an intense one-week sell- 
ing effort conducted by the 138 
members of the Cleveland Auto- 


ufacturer, ADVERTISING AGE was 
‘told today that the case of Mabel 
Rogers vs. Toni Co. returns to a 
lower court for trial. 


Toni Calls Ruling 
‘Legal Technicality,’ 
Fights Cleveland Suit | 
| The supreme court had held that 


dience study. mobile Dealers Assn. The overrid- 
Announcing this bonanza today,| ing theme of the campaign was 
the ARF said it believes it now has| that by buying a car now Cleve- 


CLEVELAND, March 7—Following 
|denial last week of a petition for 
jrehearing by the Ohio supreme 
| court of a case in which it ruled 


a consumer may sue a manufactur- 
er on the basis of warranty if he 
suffers harm because the product is 


——. to make the study | janders could do their part in giv-| (jptjeteaumez! Mocptpiese!  |ammee|that an advertisement constitutes — Sher Gas . 
a reality.” ing the sagging economy a mone-| re an “express warranty” by the man- our : 
It was a startling comeback for | tary shot in the arm. f be psa fe : at: In Chicago, Toni said the ruling 
the harassed foundation, which) ye dealers’ group estimated Sse YY SS s means “that a consumer can now 
only a month ago faced the pros-' that 3.300 new m.. a 3,500 used MESES CVSS Se Mailers Face P 0 [ae eS a 
pect of a bitter defeat in its plan! ; ‘ OR. WEST'S PusH-sUTTON TOOTH PASTE We 


| cars were sold between Feb. 23 and 
to sponsor a general readership | March 1. 


survey of the nation’s 34 leading 
consumer magazines. 

TV Guide’s rousing affirmation 
came shortly after a rejection of 
the study by another big publish- 
er, Hearst Corp. 

Richard Deems, Hearst Maga- 
zines head, had told the ARF that 
his company has “special interest 
magazines” and “is not interested 
in quantitative studies as such.” 


The 3,300 new cars 
topped by almost 800 total new car 
sales—2,565 cars—for the first 
three weeks in February. 


| 


s Newspaper automotive linage | 
during the week topped the pre- 
ceding week’s linage by 300% and | 
sponding week last year. In addi- 
tion to ad linage, newspapers also 
devoted editorial space to the “let’s 
jack up the economy” theme. One 
daily—the Cleveland Press—car-| 
ried 27 articles of this nature in the | 
two weeks preceding “Auto Buy” 
week, and also commented on the) 
effort five times editorially. 

Radio and television were “ex- 
ceptionally generous” with public 
t Service time, according to David L. 
advertisers and agencies feel this | Blaushild, head of the auto dealers’ | 


study is tremendously desirable. | @Ssociation. The three tv stations | 
They’re our customers. If they contributed 400 announcements, | 


want this study, we feel they are|™ost of them calling attention to 
entitled to have it.” the fact, “There’s an auto show go- 


Under the original plans, TV ing on at every dealer’s show- 
Guide, based on its circulation and | T0™. 


advertising revenue, was ticketed| The citys eight radio stations 
for a $28,000 contribution. Mr. | 4nd the three tv outlets were serv- 


(Continued on Page 93) (Continued on Page 92) 


Ford Keeps It in ‘Family’... 


K&E Rejoices, Parks Lincoln in 
Its Two-Car Garage with Mercury 


which K&E also _ handles, 
Bayne added. 


® In stepping into the breach and 
confounding the publishers who}! 
had flatly rejected the study, TV 
Guide said it was motivated by the 
desires of advertisers and agencies. 
James T. Quirk, publisher of TV 
Guide, explained the decision to 
ADVERTISING AGE as follows: 
“It’s very simple. It’s clear tha 


Separate Agency Unit Mr. 


PrEesSTO—Advertising for Weco 
Products 
starts with this ad in the Chicago 


Keyes, Madden Gets 


was 154% higher than the corre-| Dr. 


den & Jones has been named to 
handle advertising for Dr. West’s 
new push-button toothpaste, made 
by Weco Products Co. KM&J also 
|has Weco’s Ivo division advertising 


has the Dr. West toothbrush ac- 
count, handled the test and intro- 
ductory campaign for the new 


| press warranty’ in Ohio.” The Gil- 
\lette division said, however, that 
the requirement of proof is “still 
‘the same as it always has been in 
| negligence actions” and contended 
that the Ohio decision is “a legal 
parceagenagy 4 only, and there has 
/been no trial on the merits of the 
| lawsuit.” 


Rate Hike; Boosts’ 
Size Is Question 


Postal Pay Raises 


Co.’s new toothpaste 


Tribune, March 7. 


West Toothpaste; 


Will Absorb 53% of \@ As a result of the decislon, 0 

Cleveland woman can now take 

JWT P laces Ist Ads $750,000,000 Increase her damage suit against Toni to 
Maal me trial. She is suing for $30,000 on 

a Sn ee WasuHINncTON, March 6—Sena-| the warranty—in the advertising— 


ters who gave their approval last that Toni is “very gentle.” 

Friday to the nation’s biggest postal The young housewife, Mrs. Ma- 
rate increase bill are beginning to| pel Rogers, says she lost nearly all 
discover that the small print covers | her hair after using Toni. In her 
a lot of changes in addition to the | petition, she says she followed all 
much discussed 5¢ letter. directions, but her hair became 
When the smoke of battle began | “gummy.” When the curlers came 
to clear this week, the Senate had | out, so did her hair—to “within a 
given its approval to a rate bill| half inch of the scalp,” she alleges. 
which is supposed to increase rev- | The incident occurred in February, 

(Continued on Page 89) (Continued on Page 92) 


(AA, Sept. 9). 
J. Walter Thompson Co., which 


‘We Spread Goodies More Now’... 


Stations Still ‘Save 
Aces for Rating Week’ 


| being rated. It’s the week the mov- 
ie telecasts stop playing re-runs of 
Charlie Chan and begin featuring 
Clark Gable and Gary Cooper—and 
schedule large space newspaper 
| ads to alert viewers. 

This example is deliberately ex- 


toothpaste. The introductory ads 
are scheduled for 17 markets on a 
market-by-market basis starting 
with a 1,000-line ad in today’s 
Chicago Tribune. 

On March 10 and 12 newspaper 
ads will appear in Milwaukee and 
Miami, respectively, followed in a 
week or two in Detroit, Cleveland 
and Akron. 

The New York office of J. Wal- 
ter Thompson handles Lever Bros.’ 
Stripe toothpaste. 

Additional national advertising 
and advertising in markets other 
than the introductory 17 will be 
placed by Keyes, Madden & Jones. 

The push-button toothpaste ac- 
count is expected to bill about $1,- 
000,000 a year, which will bring 


Researchers’ Steps to 
Curb Program-Larding 
Aren’t Fully Effective 


By Maurine Christopher 
New York, March 6—You don’t 


Will Handle Account, 
Billing Over $4,000,000 
DearBoRN, March 6—The Lin- 


coln and Continental auto lines 
were returned to Kenyon & Eck- 


K&E handled Lincoln from Jan- | 
uary, 1948, until September, 1955, 
when it lost the business to Young 


Lincoln's Market Share 


hardt today after an absence of two a 0.7% 
and one-half years. The account a 0.5 
will bill an estimated $4,000,000 to |] K&e er 0.5 
$5,000,000 this year. eee 0.8 
Joseph E. Bayne, general sales EE 0.7 
manager in charge of the Lincoln- ae 07 
Mercury sales office of the new WNP nidaccikestecmendda 0.5 
M-E-L division of Ford Motor Co.,|] Yar aes 0.8 


said “the experience and long as- 
sociation which K&E has had with 
the Lincoln account weighed heav- 
ily in determining the agency for - ; 
the account.” & Rubicam. Y&R, which picked up 
The fact that K&E already has | the $10,000,000 Chrysler car divi- 
a national service organization and|Sion business last week (AA, 
a Detroit office to handle the ac-| March 3), resigned Lincoln seven 
count efficiently also was a factor | Weeks ago (AA, Jan. 27). 
in its selection, Mr. Bayne said. 
The agency will establish a com- 
pletely separate staff and facilities 
to handle the business, totally 
apart from the Mercury account, | 


Source: Ford Motor Co. 


® Kenyon & Eckhardt was danc- 
ing a dignified jig over the return 


(Continued on Page 88) 


of Lincoln—and its $4,000,000-plus 


treme for dramatic effect, but the 
idea is clear. 

| The programming maxim, “Save 
your aces for rating week and 
throw in the lesser cards the rest 
of the time,” is as old as television. 


Last Minute News Flashes 
On the network level, this ap- 


Swift Assigns Chunk of Ex-JWT Business to Burnett pears to be len of a problem. This 


Cuicaco, March 7—Swift & Co. today named Leo Burnett Co. to han-|is partly because practically every 
die advertising for Allsweet Margerine, End-O-Products (weed con- | night is a Nielsen rating night, with 
trol) and Vigoro in the U.S. and Canada, effective June 1. These were reports covering two weeks of net- 
resigned last week by J. Walter Thompson Co., along with Pard dog, work viewing published twice a 
food, Swift’ning, Jewel shortening and salad oil, commercial shortening | month throughout the year. 

and Swift peanut butter (AA, March 3). The latter accounts have not| The high cards still are brought 
been assigned. Burnett has Kellogg’s Gro-Pup dog food. | Out for the Trendex week, but even 


EWRR Gets Basic G Plant Food here players are kept somewhat off 


|balance because in the most hotly 
Houston, March 7—Basic G Industries has named Erwin Wasey,| contested time periods—say Sun- 
Ruthrauff & Ryan to handle for Basic G plant food, a new product. 


day at 8 p.m., EST—somebody is 
Hotpoint Will Consolidate Ads in Single Shop 


likely to have ordered a special 
Trendex. 
Cuicaco, March 7—Hotpoint Co. will consolidate all its advertising 

in one agency and will begin soon to hear presentations from its own 

and other agencies. Present agency lineup is Maxon Inc. (all appli- 

ances), Needham, Louis & Brorby (tv receivers), and J. R. Pershall Co. | 

(trade advertising). A. M. Utt, Hotpoint advertising manager, said the 

move is in line with the company’s recent formation of a consolidated | 

sales and distribution department (AA, Dec. 2, 1957). | 
(Additional News Flashes on Page 93) 


KM&J’s share of the Weco account 
to about $2,000,000 yearly. + 


have to look at the calendar to 
‘know when the local tv shows are 


® On the local level, several core 
rective factors have come into play. 
American Research Bureau and 
Telepulse now are using secret rat- 
ing weeks and longer survey peri- 
ods in many markets. Nielsen's lo- 


(Continued on Page 92) 
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Hoffman-La Roche 
Names KM&J for 
Hair Proprietary 


Swiss Pharmaceuticals 
House Plans Extensive 
Push for Pantene in U. S. 


Nuttey, N. J., March 5—Hoff- 
man-La Roche Inc., Swiss-owned 
pharmaceuticals manufacturer, is 
moving into the proprietary drug 
field in a big way. 

A new division, Montclair Lab- 
oratories, has been established to 
market proprietaries, it was an- 
nounced by Robert A. Hardt, exec 
vp in charge of marketing. 

The division’s first product will 
be Pantene, a $2 scalp and hair 
conditioner that has been marketed 
widely by Hoffman-La Roche in 
other countries. 

Keyes, Madden & Jones, New 
York, has been named to handle 
advertising for Pantene, which will 
be test marketed this spring and 
put into national distribution by 
the end of the year. It will be sup- 
ported by “an extensive consumer 
advertising campaign.” 


® Hoffman-La Roche is said to be 
the world’s largest producer of vi- 


tamins. Up to now, its U. S. activ-| 


ities have been limited to the ethi- 
cal drug field. 

Pantene is a vitamin-enriched 
lotion. It contains panthenol, one 
of the B vitamins. In Europe, Pan- 
tene has been promoted as a prod- 
uct that helps to arrest the loss of 
hair. It also has been promoted as 
a color strengthener for gray and 
white hair. 

Pantene will be offered primar- 
ily as a men’s product. 

Mr. Hardt said other proprietar- 
ies will be marketed later by Mont- 
clair Laboratories: + 


Bell Sees Car 
Sales in ‘58 at 
5,600,000 Level 


NADA Exec Hits Car 
Ads; Sees More Buying 
Non-Durable Goods 


PHILADELPHIA, March 4—1958 au- 
to sales—assuming no strike in the 
industry—will be about 5,600,000 
units, Rear Adm. Frederick J. Bell, 
exec vp of National Automobile 
Dealers Assn., told the Philadel- 
phia chapter of the ‘American Mar- 
keting Assn. last week. 

He also indicated that a survey 
of consumers conducted by NADA 
among the General Federation of 
Women’s Clubs and the National 
Student Assn. showed many con- 
sumers don’t have a high regard 
for car advertising. 

One woman, he said, responded 
that “auto advertising appeals to 
children and idiots.” Another said, 
“It’s more amusing than convinc- 
ing.” A large segment of the wom- 
en and the students said they want- 
ed smaller, easier to park cars 
(“If I want to see fins I’ll go fish- 
ing”). 

(The advertising question in the 
NADA survey, which dealt with 
opinions of ads by new car dealers, 
was answered as follows: 


Women's Student 
Clubs 
Consistently relioble ........ 20% 6% 
Fairly accurate 0... 64 
Generally false, misleading 10 


The number sampled and the| H-R offices have moved to 1182 | 


(Continued on Page 94) 
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Martex Adds Shower 
Curtains; Offers 


‘Co-Starring’ Colors 


New York, March 4—Wellington | 
| Sears has taken one more step to- 
| ward the beautification of the bath 
|by bringing out shower and win- 

dow curtains to match its Martex 
| towels and bath rugs. 

In the past, the company has 
| worked with curtain manufactur- 
|ers to coordinate towel and curtain 
colors, but the curtains and towels 
were usually carried in two sep- 
arate departments in the store. Now 
the entire Martex line will be car- 
ried in one department, facilitating | 
coordinated displays of bathroom 
accessories—and helping the cus- 
tomer achieve a “custom-decorat- | 
ed” look for a room that used to) 
be characterized by its clinical) 
whiteness. 

Advertising for the new line 
stems from two lavish style shows 
Martex gave for buyers and the 
| press earlier this year. Called “Les 
|Towels” and “color co-starring 
|Martex towels, bath rugs and| 
shower and window curtains,” the | 
show featured the merchandise 
draped as exotic headpieces and 
costumes for leotard-clad models. 


® This “color co-stars” theme has 
been carried over into a color 
spread running in the May issues of | 
House Beautiful and Living for 
Young Homemakers, and the sum- 
mer issue of Brides’ Magazine. The 
illustration will show the Martex 
line in a stage set, complete with 
kleig lights and a director’s chair. 
For a “country garden” group of 
towels and curtains, another ad 
will show a setting in a garden. 

Another spring promotion will 
introduce the Shangri-la towel, 
which, according to the ad, is the 
first tone-on-tone towel, the re- 
sult of new printing techniques. 

In another ad, a group of kitchen 
towels will be featured as part of | 
a food still-life—‘High seasoning 
for sophisticated tastes,” the copy 
begins. 


“COLOR CO-STARS’—Martex uses a theatrical setting to introduce its 

first line of shower and window curtains dyed to match its towels 

and bath rugs. This color spread is scheduled for the May issues of 

House Beautiful and Living for Young Homemakers and the summer 
issue of Brides’ Magazine. 


Perlstein Battles 
Pabst Kin for 


Brewery Control 


He Lays Blame on 
Departed Lachner for 
$2,871,200 Loss in ‘57 


Curicaco, March 4—Following 
yesterday’s disclosure that a proxy 
battle will be waged for control of 
Pabst Brewing Co., the brewer to- 
day revealed that 1957 was its 
worst earnings year since the pres- 
ent corporation was organized in 
1924. 

Pabst last year suffered a net loss 
of $2,871,200—a sizable drop below 
the $767,724 net loss incurred in 
1956. This was the second year that 
the company has finished in the 
red. Sales last year amounted to 
$112,051,292, down 12% from 1956 
sales of $128,340,838. 

A group of stockholders headed 
by two brothers, Robert E. Pabst, 
Westport, Conn., and David Pabst, | 
Oconomowoc, Wis., both company 
directors and grandsons of the late 
Fred Pabst, founder of the brewery, 
yesterday disclosed that they) 
would seek to oust the present 
management at the annual meet- 
ing April 1. 


® In a letter to stockholders, Har-| 
ris Perlstein, president and board) 
chairman of Pabst, blamed Mar- 
shall Lachner, who resigned as 
Pabst president last October, for 
the heavy losses incurred by the 
company in 1956 and 1957. 

He also accused the Pabst family 
of trying to undermine manage- 
ment in the past few years, and 
charged that the insurgents had 
“associated themselves with a New 
York group experienced in finan- 
cial manipulations as well as the 


(Continued on Page 24) 


Following the Martex custom, 
prices and a store listing are in- 


tex media 
Housekeeping, Harper’s Bazaar, 
House Beautiful, House & Garden, 
Living for 


cluded in each ad. The entire Mar-| # 
list includes Good! @ 


Young Homemakers, | i 


fs 


|January and February with a se- 


| grammar SERENE ete Oe ERR RRR RI 


Advertising Age, March 10, 1958 


Gift Club Suit Against Sackheim, 
World Shopper's Club Is Dismissed 


cy were David Margulies and 
Around-the-World Shoppers Club. 
Mr. Margulies, with the assistance 
of Mr. Sackheim, organized this 
|company and the Sackheim agen- 
ley handled its advertising. Mr. 
Sackheim and Mr. Margulies have 
since parted company (AA, Jan. 
21, 57). 


New York, March 4—Maxwell 
Sackheim, chairman, founder and 
sole owner of Maxwell Sackheim 
& Co., has been vindicated in the 
$1,950,000 suit brought against 
him, his agency and a former cli- 
ent and business associate. 

The action was instituted two 
‘and a half years ago by Sidney 
Girard and Grosvenor Anschell, 
co-partners in International Gift 
of the Month Club (AA, July 25, 
55). 

They charged that Mr. Sack- 
heim had ferreted out the “confi- 
dential and secret operational set- 
up of a client” (allegedly Interna- 
\tional Gift) and then used this 
|information to launch a competing 
business, Around-the-World Shop- 
pers Club. 


s The International Gift suit came 
to trial in January in federal dis- 


(Continued on Page 94) 


What's $2,000,000? 
My Pride Was Hurt, 


Sackheim Declares 


New YorK, March 4—Max 

Named as co-defendants with | Sackheim, who entered the adver- 
‘Mr. Sackheim and his agen- tising business in 1905, today called 
| the quashing of the International 


|Gift suit “the end of a nightmare.” 
EWRR’s London “This is the first time I have 
} = 
Office Reports New 


been sued,” he said, “and I have 
Billing High in ‘57 | 


La. Ba 4 
Lonvon, March 4—Erwin Wasey, | 
Ruthrauff & Ryan reports it hit a}; 
new high here in 1957, with bill-| 
ings exceeding $12,800,000. 
In 1956, the agency billed $12,- 
600,000. 1955 billings were $10,-| 
360,000. 
The agency said it hopes to pass | 
the £5,000,000 ($14,000,000) mark 
“some time in December, 1958.” | 
Television now accounts for 
/26% of total billings. Employes| § 
number 336—122 of them women. | 
Jacques Sorbac, with J. Walter 
Thompson Co., Paris, for the past 
four years, has joined EWRR in 
London as head of the interna- 
tional service unit on KLM Royal 
Dutch Airlines. Mr. Sorbac re- 
joins Denys Scott, former manager | to me. 
of Thompson’s Paris office, who; “Anschell tried to settle—for a 
moved to EWRR last year (AA,/|ridiculously low figure. But I was 
May 6). # (Continued on Page 94) 


Lederle Includes Frank Words on Harmful 
Side Effects in Ads Introducing Aristocort 


New York, March 4—The prob-|and severity the higher the dosage 
lem: How to introduce a new ethi- | and the longer used.” The ad went 
cal drug? on to claim that Aristocort treat- 

Medical journals are crowded| ment “has resulted in a lower in- 


today with ads for old and new 
products and getting the attention | The Promise of Aristocort 
in Reduction of Side Effects 


of the doctor is recognized as a ma- 
jor problem. 

Lederle Laboratories division of 
American Cyanamid Co. believes) 0 ee 
it achieved a significant break- cians igaens dinw 4 eset 
through in its recent introduction 
of Aristocort, a new steroid com- 
pound for treatment of rheumatoid 
arthritis and allergies. 

Burdick, Becker & Fitzsimmons, 
Lederle’s agency on this product, 
introduced Aristocort in a two- 
stage program. First, it prepared 
six teaser pages and scattered them 
through 20 major medical publica- 
tions during the month of Decem- 
ber. 


Maxwell Sackheim 


never sued anyone in 52 years. It 
wasn’t a question of the money. 
$2,000,000 doesn’t mean anything 


= The teasers were followed in 


The cccurvemce of pepen valcer wo 292 pe 
teers aot her cumatind sethantes created oe 
‘0 ane 


ries of 12-page and eight-page edi- 
torial-style inserts in the Journal 


‘| Houston and Atlanta has necessi- JOHN L. BALDWIN has joined the 


23 the H-R offices are housed at 3520 


Sunset Magazine, The New Yorker 
and Vogue. 
Ellington & Co. is the agency. #| 


H-R Enlarges Oftices 

A general expansion of the 
branch offices of H-R Representa- 
tives and H-R Television, radio 
|and tv station representatives, in| 


{ 
os 


tated a move into new and larger | Chicago office of Kenyon & Eck- 
quarters in both cities. In Houston, hardt as account supervisor on the 
Wilson & Co. account. He formerly 
handled the Wilson account at 
Needham, Louis & Brorby. 


Montrose Blvd. In Atlanta, the 


West Peachtree St. 


‘2 medical publications. 


|| tirely of “editorial” copy, replete 


of the American Medical Assn. and 
The inserts consisted almost en- 


with footnotes. One page had a 14- 
point bibliography. 

In introducing Aristocort, Led- 
erle was also careful to discuss 
frankly the possible side effects of 
the drug—for omission of which 
drug manufacturers sometimes 
have been criticized. 

Two pages of the 12-page insert 
were devoted to side effects. Here 
it was pointed out that “undesir- 
able” side effects from steroid 


compounds “increase in frequency 


QUIET APPROACH—Page 6 of Lederle’s 

12-page insert is part of the ad’s 

frank discussion of the side effects 
of Aristocort. 


cidence of the major serious side 
effects,” but warned doctors to 
maintain the “traditional precau- 
tions.” 

“Fortunately,” said Dean L. Bur- 
dick, account supervisor, “the drug 
has a lot more good points than 
bad ones. Any physician can use 
Aristocort with complete aware- 
ness of its effects simply by read- 
ing the ad.” # 
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Advertising Age, March 10, 1958 


New Philosophy 
in Agency Shifts 
by Sun Chemical 


Naming of Sackheim on 
Warwick Wax Typifies 
Move to Smaller Shops 


New York, March 4—Sun Chem- 
ical Corp., a $350,000 advertiser, | 


has withdrawn a substantial por- 
tion of its advertising from a large 
agency and diverted it to smaller 
ones. Sun said it hopes its diverted 
products will thus get more atten- 
tion from the principals of the 
encies. is 
“Rabert W. Marien, advertising 
manager of the company, said an 
advertising program is likely to get 
“almost constant surveillance 
from the president, board chair- 
man or “a similarly high-placed 
official” in a small shop. 

He told ADVERTISING AGE the ap- 
pointment last week of Ben Sack- 
heim Inc., New York, to handle ad- 
vertising for Warwick Wax Co. 
completed, “for the present at 
least,” the decentralization pro- 


gram. 


® Since Jan. 1, Sun has switched 
several other accounts from G. M. 
Basford Co., which had handled 
Warwick, including Rutherford 
Machinery Co. and General Print- 
ing Ink Co. (both to David E. 
Rothschild Advertising, New 


York); Warwick Chemical Co. (to 
Sterling Advertising, New York) ;| 
and A. C. Horn Co. Ltd. and Gen-| 
eral Printing Ink Corp. of Canada 
Ltd. (both to W. A. McCracken | 
Ltd., West Toronto). — 

Sun accounts remaining at Bas- 
ford include Electro-Tech products, 
all divisions and subsidiaries of 
A. C. Horn Co., and George H. Mor- 


row Co. 


s Mr. Marien said the accounts re~ 
maining at Basford should get 
about half of Sun’s space alloca~ | 
tion for 1958, but he noted that the) 
over-all amount of money spent | 
for advertising this year would be 
larger. 
He said some $500,000 had been | 
budgeted in 1957, but egy a 
rograms had not “gotten 
pat T= that only $350,000 was | 
spent, including $200,000 for space. | 
Sun’s setup is broken down into 
three groups—chemical, paint and 
finish, and graphic arts. Each 
group will have an advertising di- | 
rector who will determine policies | 
i r. Marien. 
“tue which billed $14,100,000 | 
in 1957 (AA, Feb. 24), could not | 
give the kind of attention from | 
agency principals that the smaller | 
shops can, Mr. Marien said. # 


L. W. Frohlich Opens 
Office in London 


npon, March 4—L. Ww. Froh- | 
wnt Co., New York ethical drug | 
agency, has set up an office in 
London under the name of Inter- 
national Marketing Services Ltd. 
The new agency, with offices at 
28 St. James’ Pl., will concentrate | 
on servicing advertising in the 
pharmaceuticals and allied prod- 
ucts fields—the same fields cov- 
ered by the Frohlich agency in the 
aad London office is another 
link in an international chain now 
being built up by the Frohlich 
agency. Other offices of Interna- 
tional Marketing Services have 
recently been set up in Mexico and 
Germany. ‘ 
bw spokesman for IMS said, 
“Supplementing these develop- 
ments, we also have created a net- 
work of associated and medical 
consultants in 52 countries. # 


March 3, 1958 
To the Editor: 

You might be interested in 
looking into a couple of de- 
velopments in Cleveland with- 
in the last week. 

First, the automobile dealers 
got together on a full scale 
saturation advertising cam- 
paign, using all media, based 
on the theme, “You Auto Buy 
Now.” They completed their 
campaign last week, and a 
spokesman announced today 
that sales were more than 
400% ahead of previous weeks. 
It was simply a case of asking 
people to buy, which seems not 
to be done much any more. 

At the same luncheon at the 
Advertising Club today, at 
which the above auto results 
were advertised, a question- 
naire was passed out to the 
226 people present to hear 
George W. Head, ad chief of 
National Cash Register Co. 
The questionnaire asked: ‘Has 
anybody since Jan. 1 (by 
phone or in person) asked you 
to buy any of the following”: 


. An automobile. 
. Home appliances. 
. Office appliances. 


1 
2 
3 
4. A house. 


Is This Solution Too Simple? 


5. A fur coat. 

6. A new suit of clothes. 
7. New furniture. 

8. Membership in a club. 
9. Insurance of any kind. 
10. A color tv set. 

11. A hi-fi set. 

12. A vacation tour. 


27% of the respondents an- 
swered “no” to all questions. 
The remainder answered “yes” 
as follows: 


1. An automobile _................ 16% 
2. Home appliances .............. 4% 
3. Office appliances. ............ 16% 
GA TD Gitdctanntents 7% 
5. A fur coat .......... less than 1% 
6. A new suit of clothes ........ 13% 
7. New furniture ...0.....ccccccne 6% 
8. Membership in a club ...... 23% 
9. Insurance of any kind ...... 43% 
10. A color tv set ........ less than 1% 
aS | eee ar sae eee 3% 
12. A vacation tour... 4% 


Based upon these two de- 
velopments, you might prop- 
erly ask the question: “Is 
there anything wrong with our 
current business recession that 
asking for orders wouldn’t 
cure?” 

Dave Baylor, 

Lang, Fisher & Stashower, 

Cleveland. 


‘Everywoman s 
Circle’ Claims 70% 


of Chain Volume 


Merged Book to Bow 
With June Issue; Sets 
‘Lowest Cost per 1,000’ 


New York, March 5—Merger of 
Everywoman’s Magazine _ with 
Family Circle—first reported in 
ADVERTISING AGE’s Feb. 3 issue— 
was completed today, 
with the June issue, with the an- 
nouncement by P. K. Leberman, 
publisher of Family Circle, that the 
combined supermarket magazine 
will offer an initial rate base of 
5,000,000. Everywoman’s Family 
Circle, as the consolidated monthly 
will be called, will ask $16,200 a 
b&w page and $21,650 for a four- 
color page. Currently, with a guar- 
antee of 4,000,000, Circle’s ad rates 
are $12,960 a b&w page and $17,320 
for four colors; Everywoman’s, 
with rates based on 1,900,000, gets 
$6,310 a b&w page and $8,663 for 
four colors. Single copy sales will 
remain at 10¢ for the combined 
book. 


| post was not designated. 


|@ It was reported that Mr. Scar- 
borough will be named director of 
chain relations for Family Circle, 
|with responsibility for those 
‘changes through which Every- 
/woman’s is distributed. However, 
Mr. Scarborough said today that 
this was news to him. “I haven't 
/made any plans,” he told ApvERTIs- 
|ING AcE. “I'll probably be the last 
| to leave; I’m kind of like the cap- 
| tain of the ship, and my first duty 
|is to see that the crew gets settled 
|in other jobs.” 

| He said Family Circle was plan- 


| ning to interview “many” Every-| 


|Woman’s employes, but 


Circle. 

All employes were officially in- 
formed of the merger this morning. 
They originally were told that 
|their services would not be re- 
| quired after 5 p.m. today, but that 
;announcement was _ subsequently 


7. Employes were told they would 
get two weeks’ severance pay. 

| AA learned that these termi- 
| nation arrangements made a num- 
|ber of employes unhappy, and 
there was a meeting set for 
this afternoon to determine what 
course the employes should take. 


It was learned that J. B. Scar-| 


borough, president and publisher 


of Everywoman’s, will join Family advertising director 
Circle’s executive staff, but his! 


|/@ Derek J. Carroll, who became 
last April, 


(Continued on Page 80) 


amended to 5 p.m. Friday, March! 


$ € other # Ayer’s directory covers more 
effective Sources indicated that fewer than| than 21,000 newspapers and publi- 
ten of the magazine’s 55 to 60|cations published in the U. S., its 
employes would be absorbed into territories, Canada, Bermuda, and 


| 


Scale Aids Continuity, 
Says Rozene; No, Only | 
Results Count: Stevens 


Boston, March 4—A debate on| 
the pros and cons of frequency and 
bulk discounts for national adver- 


ter meeting of the New England | 
Newspaper Advertising Execu-| 
tives Assn. 

A newspaper representative and 


In ‘57 Dailies Set 
Circulation High, 
New Ayer Book Says 


PHILADELPHIA, March 4—For the 
sixth year in a row, daily news- 
papers in the U. S. set a new all- 
time circulation high in 1957, ac- 
cording to N. W. Ayer & Son’s 90th 
annual “Directory of Newspapers & 
Periodicals,” published this week. 

Combined circulation of English- 
language dailies is 56,934,815, a 
jump of nearly a third of a million 
over the average for the previous 
year, despite the fact that many 
leading newspapers raised per-copy 
prices and incurred rather large 
but “probably temporary” losses in 
circulation, Ayer says. 

Evening dailies had a daily cir- 
culation of 34,180,000, down a few 
thousand. Morning newspapers 
gained nearly 1,000,000, for a total 
of 22,527,000. The nation’s seven 
all-day dailies dropped 581,000, for 
a total of 228,000. Much of the 
morning paper increase and the 
loss among all-day dailies, was 
caused by the switch of the Chicago 
Sun-Times from an all-day to a 
morning only basis. Sunday news- 
papers added 145,000 circulation 


SHOES AND MGA’S—Brown Shoe Co 
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. and more than 700 shoe retailers 


are running this spread in the March 10 issue of Life promoting a 
consumer contest in which four new MGA cars will be the prizes. 


for a new high total of 46,815,000. 


Panama and the Philippines. 

For the first time in six years 
the number of newspapers in- 
creased last year. Counting both 
English-language and foreign-lan- 
guage dailies in the U. S., there are 
now 1,481 evening newspapers 
(down 1); 356 morning newspapers 
(up 22); 558 Sunday newspapers 
(up 22) and seven all-day daiiies 
(down 1). # 


Brown Shoe Co., 
700 Retailers Join 
in Contest Push 


St. Louis, March 4—More than 
700 shoe retailers have joined with 
the Brown Shoe Co. in promoting 
a consumer contest in which four 
new MGA sports cars will be given 
away. 

The contest is advertised in a 
spread in the March 10 issue of 
Life. The left-hand page, which is 
full color, features four new styles 
of Pedwin Squires shoes and infor- 
mation about the contest. The 
right-hand page, which is b&w, 
lists the names and addresses of 
more than 700 shoe retailers who 
handle Pedwin shoes. 

In addition to paying for half 
of the Life spread, the retailers 
will run local ads to tie in with 
the contest. Brown will provide the 
dealers with in-store and window 
promotional material. Leo Burnett 
Co., Chicago, is Brown’s agency. 

This is believed to be the largest 
contest promotion ever attempted 
by a shoe manufacturer. The con- 
test consists of telling in 25 words 
or less why the contestant likes 


New England Admen Argue: Do 
Discounts Benefit or Hurt Dailies? 


an agency man, H. W. Moloney Jr., 
of Moloney, Regan & Schmitt, and 
Jack Rozene, of Rozene Advertis- 
ing, lined up in favor of discount 
rate selling, while an equally com- 
posed opposition, Frank Stevens, of 
Gilman, Nicoll & Ruthman, and 
William H. Monaghan, of John C. 
Dowd Inc., advocated flat rate sell- 


tisers highlighted the two-day win- | ;, 


“We are at a very bad competi- 
tive disadvantage with other me- 
dia,” Mr. Moloney told the assem- 
bled admen, and therefore “we 
have been very definitely in favor 
of the sliding scale.” Seven out of 
16 of the representative’s clients 
are currently on a sliding scale. In 
the first two months of 1958 alone, 
14 additional newspapers joined 
the ranks of those offering dis- 
counts. 


® Pointing out that to date in 1958, 
his company’s newspapers have 
dropped 12%-15% in national lin- 
age, Mr. Moloney said that very 
few large scale advertisers are 
now using consistent large space in 
newspapers. The large discounts in 
television are wooing them away, 
he indicated. 

Discounts in tv serve to keep the 
advertiser in the medium longer, 
he contended, because “it’s the 
devil” to cut the budget without 
losing much money. 

Mr. Moloney conceded that go- 
ing into sliding scale rates may not 

(Continued on Page 91) 


McCormick Sets 
Print. TV Push for 
Fluffy Instant Spuds 


BALTIMORE, March 5—McCor- 
mick & Co., leading producer of 
spices, extracts and tea, will spend 
more than $500,000 in an advertis- 
ing campaign introducing Fluffy 
instant mashed potatoes in ten ma- 
jor markets. 

Charles F. Mattern, advertising 
manager at McCormick, told 
ADVERTISING AGE that Fluffy is one 
of the first granular instant 
mashed potato products to be mar- 
keted nationally, and marks a de- 
parture for McCormick & Co. in 
introducing a complete and volume 
product. Doherty, Clifford, Steers 
& Shenfield, New York, is the 
agency. 

Newspaper ads, television spots 
and point of sale displays will be 
used to introduce Fluffy. The 


original markets are Miami, Balti- 
more, Washington, St. Louis, Dal- 
las, Ft. Worth, Houston, Chicago, 
San Francisco and Los Angeles. 
West Coast operations are handled 
by the Schilling division of Mc- 
Cormick & Co. 


® The opening barrage in the ad- 
vertising campaign is being fired 
in newspaper pages showing the 


the new Pedwin Squires shoes. # 


(Continued on Page 21) 
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McKeldin Signs, Calls Ad Tax ‘Undignitied, 
Evil’: He’s Expected to Okay Outdoor Ban 


ANNAPOLIS, MD., March 7—Mary- | 
land Gov. Theodore R. McKeldin 
this week signed a bill banning 
special taxes on advertising and 
media by subdivisions of the state. | 

His signature is also expected on | 
another bill banning outdoor ad-| 
vertising within 600’ of limited | 
access expressways. 

In signing the ad tax bill, Gov. 
McKeldin termed the Baltimore ad 
tax which inspired the measure 
“a grievous error” and said “such 
taxes are evil because they lend | 
themselves too readily to perni- 
cious punitive purposes that rect 
unbecoming to the dignity of gov-| 
ernment in a democracy.” 


® The highway ad ban bill as pas- 
sed by the legislature is expected 
to apply to all highways built in| 


bill’s coverage is believed to be 
sufficiently broad to qualify the 
state for extra highway construc- 
tion bonuses in the event Congress 
decides to vote incentives for states 
which adopt highway ad control 
measures. 

The bill as originally introduced 
would have applied to all control- 
led access arterial highways in the 
state. It was compromised to 
achieve its present form and ap- 
proved by an overwhelming vote 
in the legislature. The bill, if 
signed as expected, will be the first 
highway ad control bill ever adopt- 
ed by Maryland. + 


‘LHI’ to Boost Base, Rates; 
Will Inaugurate Split Run 
Ladies’ Home Journal, Philadel- 


the federal road program as well phia, will hike its circulation base 


as some other limited access ex-| from 5,250,000 to 5,500,000, effec- | 
pressways already completed. The| tive with the August, 1958, issue. | 


| Rate for a b&w page will go from 
$19,250 to $20,800. Four-color will 
| be increased $2,150 to $29,100. 

| The Journal also announced that 
effective with the May, 1958, issue 
advertisers who desire may buy 
split-run space, either by copies 
or geographical distribution in the 
Northeast, north central states, 
South and West. 


Davis Elected Chairman 
Jonathan F. Davis has been 
elected chairman of the board of 
Griswold-Eshleman Co., Cleve- 
land. Mr. Davis will continue as 
secretary-treasurer of the agency 
in addition to his new post. Ken- 
neth W. Akers, former chairman, 
was named honorary chairman. 


‘Jones Names De Vinny 

Robert M. De Vinny has been 
‘named sales manager of Jones 
Press, Minneapolis. He formerly 
was- associated with Bradford- 
Robinson Printing Co., Denver, and 
was sales manager of Webb Pub- 
lishing Co. 
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POWERING... 


Head, shoulders and sales above the com- 
petitive area, the Colgate-Palmolive Co. 
12-foot “Tower Of Profit” was...” one of 
the most successful displays we've used!” 


You, too, can be Twelve Feet Tall. Just 
call The Man From Gibraltar. 


| 
; 
' 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


350 Warren St., Jersey City 2,N.J. 737 N. Michigan Ave., Chicago 11, Ill. 
NEW JERSEY: HENDERSON 2-4462 CHICAGO: MICHIGAN 2-1602 
NEW YORK: DIGBY 4-0580 
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Advertising Age, March 10, 1958 


Highlights of This Week's Issue 


Kenyon & Eckhardt snags Lincoln ac-| Celanese aims ad program at suburban 


counts, parks it right next to Mercury 
account already in the shop Page 1 


Ads are an “‘express warranty” to buyer, 
Ohio court rules in Toni case........ Page 1 


TV Guide rescues Advertising Research 
Foundation’s readership study with 
$150,000 contribution  .............. Page 1 


5,600,000 cars will be sold in 1958, pro- 
vided there are no industry strikes, 
Frederick Bell, exec vp of the National 
Automobile Dealers Assn., says ....Page 2 


Suit against Maxwell Sackheim and asso- 
ciates over international gift club idea 
is dismissed ae hl Cn 


Pabst family, Perlstein battle for control 
of the brewery as the company re- 
veals 1957 was its worst year since 
PED Getiitnssisciocmintaviiniatheapiitalaadaniatelinbtinssllncty Page 2 


Lederle ads for Aristocort, new drug for 
rheumatism, warns doctors of harmful 


Brown Shoe Co., 700 retailers join in pro- 
motion offering four new MG sports 


side effects from use of the drug Page 2 | 


woman, a potential market for fash- 
ion Page 44 


Dry cleaners are urged to apply advertis- 
ing techniques developed through mo- 
tivation research to gain clients..Page 46 


Christmas gift decanters have not paid 
off for liquor industry, survey 
GIG citctnncmanibtintnsnismcinttindiciens Page 34 


| Packaging has become a sales key equal 
to the traditional three of advertising, 
salesmanship and merchandising..Page 55 


American Rayon Institute will spend §$1,- 
750,000 in advertising and sales promo- 
tion in 1958, 70% of which will promote 

| rayon tire cord 


Market research and economics in mar- 
keting will never take the place of 
disciplined intuition, E B. Weiss says in 
unorthodox statement 


Creative Man finds “luxurious” ad for 
toilet tissue somewhat mixed up in 
appeals 


Advertising men should spend less time 
talking to each other and more time 


ee eee Page 3 contacting the people, Campbell- 
Ewald’s new president, Thomas Adams, 
New England newspaper ad execs dis- = yl abet + a eR emmaate Page 74 


cuss whether frequency and bulk dis- 
counts for national advertisers benefit 
GE DAMTO GIO cccccenreceenscccteentsemieenest 


$500,000 ad drive will introduce McCor- 
mick’s new Fluffy instant mashed po- 
tatoes in 10 major markets Page 3 


Boston Ad Club members predict 50% 
rise in advertising in the Boston area 
in the next 10 years Page 81 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 
Art Director's Viewpoint 
Coming Conventions 
Creative Man's Corner .... 


“Madison Ave. snow job” is Rep. John 
Rooney's description of $13,000,000 U.S. 
pavilion at Brussels Fair 


retreat in CHICAGO ........:.0csessereees Page 14| Department Store Sales 
| Drawthinks ... 
Justice Department's probe of talent | Editorials ... 


agencies is part of its scrutiny of tele- | 
vision networks Page 16 | 


Getting Persona 
Looking at Radio & TV 
Looking at Retail Ads .... 
Merchandising Ideas ........... 
| Obituaries 
| Photographic Review 
| Production Tips 
| Rough Proofs 
Europe's transition to common market | Salesense in Advertising 

poses American exporter the problem | This Week in Washington ... 

of maintaining foreign sales vol- | Voice of the Advertiser ... 

SE intend anceeticneiedlinntionl Page .38 What They're Saying 


Seattle agency sues Teamsters’ Union, 
charging that because it handled cam- 
paign for _ right-to-work legislation, 
teamsters brought pressure on agency's 
clients to dismiss the agency ...Page 32 


"This is the size we use in the 
Growing Greensboro Market!" 


honest @ een 


You can really clean-up saleswise in the Greensboro 12-county ABC 
Retail Trading Area by using the Greensboro News and Record. 
This rich, diversified market accounts for one-fifth of North Caro- 
lina’s $4 billion annual retail sales. Get giant economy-size cover- 
age with over 100,000 circulation daily—over 400,000 readers daily. 


— Onl 
3 


medium with dominant coverage in the Greensboro 12-County 
Market and selling influence in over half of North Carolina! 


EENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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THE ICE-COOL POSE of the cynic is definitely 
not for this magazine’s readers, never 
could be. 


This is a bunch who cares, and says so. 
Says so out loud, gives you odds you're 
wrong, gets worked up, is vocal, opinion- 
ated, sometimes—let’s face it—downright 
impossible. 

But not impossible for advertisers. 
Quite the opposite; they’re wonderful for 


advertisers of things they buy, or will 
buy tomorrow. 


When you sell anybody in this crowd 
on your new car or your smokes or your 
drinks or whatever, you’ve made your- 
self not only a customer but a promoter, 
not only a user but an advocate. 


And with SPORTS ILLUSTRATED’s 
800,000 families, that could mean one 
whale of a lot of advocating! 


SPORTS ILLUSTRATED 
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This Week in Washington... 


Rep. Rooney Hits U.S. Pavilion at 
Brussels as ‘Madison Ave. Snow Job’ 


By Stanley E. Cohen 
Washington Editor 


and he has doubts as to whether|the taxpayers’ 


value for the more than $13,000,000 | staff and their families. 


we put into this project. 


|sentatives by Madison Ave. and 
the hucksters who have misrepre- 

WASHINGTON, March 6—If you|sented the Brussels Fair to the 
visit the Brussels Fair this year,| American public.” 


In debate the other day he told | tion Agency, advising that the So- 
how managers of the U.S. exhibit|viet Union had accepted the low 
came before his committee last year | bid of $3,600,000 of a Brussels con- 
and reported the Russians were ex- | tractor for construction of their pa- 
pected to spend $45,000,000 to $50,- | vilion?” 
000,000. Now they admit Russian | 
expenditures will run considerably | 
less than ours and that the Rus-| Mata Hari with Rep. Rooney has 
sians are using a removable loft} HerHair Down become largely 
building instead of the costly steel, 
concrete and marble structure out- | tional appeals for more money for 
lined to the committee last year. [overseas propaganda purposes. 

Rep. Rooney isn’t convinced the| Take, for example, the memo in 
why not drop a postcard to Rep.| For one thing, he isn’t sure the| U.S. exhibit managers had careful-|the files of the U.S. Information 
John Rooney (D., N.Y.)? He’s $13,000,000 has been carefully/ly checked their information before | Agency which frantically reported 
chairman of the House appropri-|/ Spent. He wonders whether it was|/they went before his commit-|that “the major new propaganda 
ations subcommittee which put up necessary to take 100 ushers to tee last year. Noting that the $50,-| activity of the Soviet Union in 
funds to finance the U.S. pavilion,| Brussels and to spend $180,000 of 000,000 estimate was subsequently | Denmark in 1957 was the opening 
money to lease |traced to a totally unreliable|in August of the Danish branch 
our taxpayers will be getting full apartments for members of the/ source, he commented: “Now to get of the Soviet Union’s information 
| back to the date of March 10, 1957,| bureau, at Adelgrade 42, downtown 
| when Mr. Cullman was trying to| Copenhagen.” 

In the House the other day, he|# But beyond that, he is tired of | doa job on us with the $40,000,000- When two of Rep. Rooney’s in- 
took a firm stand against any more reading in the newspapers about $45,000,000 Soviet building. I won-/|vestigators turned up in Copen- 
money for the Fair. In the course|the likelihood that Russia will out-| der if he then knew that two days | hagen to scout the competition, the| 
of debate, he exclaimed at one/shine us because a oeng gunman | proveeny there was a communi-| U.S. embassy had trouble figuring 
point, “This Brussels Fair business Congress refused to put up the! 
is the greatest snow job ever per-| funds the Fair management thinks | bassador in Brussels, Mr. Alger, to| talking about. Finally, according to 


cation sent by our American am-|out what the investigators were 


It’s no wonder 


immune to emo- 


Advertising Age, March 10, 1958 


an address which turned out to be 
a two-room apartment in a remote 
section of the city. When they 
knocked on the door, it was opened 
by a woman “with her hair down.” 

A spokesman for the U.S. Infor- 
mation Agency conceded that the 
file memo was a bit too dramatic. 
“The fact is, sir,” he admitted, “that 
the Soviet information center is 
precisely as it was seen by the 
representatives of this committee, 
a very modest establishment.” 


House appropria- 
Dollar-Saving tions committee 
Hints Aid P.O, members chipped 
a mere $20,000,- 
000 off the Post Office Depart- 
ment’s $3,402,000,000 appropriation 
for the coming year, and the bill 
was advanced to the Senate with- 
out any of the bitterness that char- 
acterized last year’s effort to cut 
back the department’s expendi- 
tures. 
The same old guessing game is 
on, however. In its budget requests, 
drafted more than 6 months ago, 


petrated on the House of Repre-'it ought to have. 


| Washington, to the U.S. Informa-| Rep. Rooney, they were directed to 


r- 


HOW YOU CAN EVALUATE THE EDITORIAL WORTH 


OF A PRODUCT NEWS PAPER: ......- 


The same important new product, 
as announced in three typical 
product news papers, and as 
described and illustrated in... 

Industrial Equipment News 


preen 


Bae TR state eal: «HPs 


Each month hundreds of new in- 
dustrial products are placed on the 
market and the news of them released 
to publications. Editors make their 
selections and the news is published. 
The reports look much alike. 

Certain of these new products will 
have a major effect on industrial 
progress and wiil influence further de- 
velopments. If plant men are to be 
adequately informed, these outstand- 
ing products warrant more than a 
bare announcement. 

Illustrated is an example: a new 
motor which can greatly affect drive 
design across industry. It merits the 
(front-paged) 242-word description 
givenit by IEN editors; theillustration 
of ten models; the schematic draw- 
ings; details on what it will do, how 


Volt ae. at 60 cycles f¢ 
ing frequency from 5 


construction and 
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pwned pa are available ign for built-in ap- 
frequency betw, are supplied for speed 
Speeds are tween 7% and 720 revolu’ + range at low 


frequency range. 


modeis ‘ 
description; 3 seh oa? words of 


it is operated, size, speed ranges, etc. 

You cannot accurately appraise 
the editorial vitality of product news 
papers unless you compare the routine 
reporting of the average paper with 
the hi hly perceptive and knowledge- 
able descriptions in the exceptional 


per. 

It is logical to look for such extraor- 
dinarily thorough reporting in the 
paper which originated the field of 
new product publishing nearly twen- 
ty-five years ago, and which by its 
unusual comprehensiveness has made 
Industrial Equipment News the pa- 
per most used by product selectors for 
specifying and buying, and the paper 
most advertised-in by suppliers for 
finding and selling all new and esta 
lished markets. 
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the Post Office Department al- 
lowed for a 4% increase in mail 
volume. But the appropriations 
committee knocked off $13,468,000 
in the belief that the current busi- 
ness recession will hold the in- 
crease to no more than 3.4%. In 
addition, the committee said it be- 
lieves the impending hike in postal 
rates will eliminate some of the 
load the department might other- 
wise have to handle. 

Postal and congressional leaders 
apparently have managed to heal 
the wounds which were opened last 
spring when Postmaster General 
/Summerfield threatened to curtail 
'service unless Congress coughed up 
ke the money he needed. In a con- 
ciliatory gesture, the Post Office 
|nodded approval to several import- 
lant money-saving ideas turned up 
by a special staff of committee in- 
vestigators who looked into the 
|operation of the department’s mo- 
| tae pools as well as other aspects of 
its organization. Committee mem- 
|bers think these ideas will save a 
‘minimum of $3,000,000 this year 
and much more in the future. 


Federal Trade 
Rather See It Commission and 
in Courts: FTC Justice Depart- 

ment witnesses 
gave somewhat back-handed ap- 
proval to legislation which assures 
business men the right to file pri- 
vate damage suits if their com- 
petitors sell below cost with the 
intention of injuring them. 

Over the years most lawyers as- 
sumed such a right already exist- 
ed, but two recent Supreme Court 
decisions held that existing anti- 
\trust laws provide only for action 
by the FTC or the Department of 
Justice in situations of this type. 

In recording his approval, FTC 
Chairman John Gwynne said he 
has “purely selfish motives.” Pri- 
vate litigation relieves FTC of the 
need to do the job, he said, and 
leaves it free to concentrate on 
hard core cases. 


Members of the 
What? FCC ‘FCC came in for 
Need a Code? a bit of serious 

ribbing this week 
as the Senate judiciary committee 
rushed to be first with a bill im- 
posing an “anti-influence” code on 
the FCC and other regulatory 
agencies. 

Sen. Henry M. Jackson (D., 
Wash.), a sponsor of the bill, re- 
called that the proposal had been 
circulated as far back as last July. 
“Strangely enough,” he said, “when 
Mr. McConnaughey, then chair- 
man of the FCC, was asked about 
this kind of legislation, he stated: 
‘Mr. Chairman, the commission 
asked me to state to you that as 
far as our agency is concerned, in 
the light of our experience, we do 
not need it. However, we have no 
objection to it if the Congress of 
the U. S., in the over-all picture, 
believes that there should be such 
legislation’.” + 
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Many a family’s vacation begins in the pages of BH&G! 


There's nothing so powertul as an idea | 


Once you start feeding practical ideas to men and women who are Homes & Gardens sense of the word—covers a wide range of family 
already eager for advice and information about how to have a better interests. All the way from ‘‘What shall we have for dinner tonight?” 
home and a richer family life, there’s just no limit to what can happen! to ‘‘Where sha!l we go on our next vacation?’’. 
And that’s the story of Better Homes & Gardens and why it grows. The sales climate Better Homes & Gardens creates for advertisers 
BH&G makes the reality of everyday living so exciting, makes is unique among all of the major media. Because millions of BH&G 
dreams of better living so obtainable that the millions of families who readers bent on putting ideas into action are in the mood to buy! 
read and re-read this famous idea magazine every month really “‘live Meredith of Des Moines... America’s biggest publisher of ideas for 
by the book”. And “the book” is BH&G. Living—in the Better today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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Scott Sets Push 
for Modernized | 
Waldorf Tissue — 


CuestTer, Pa., March 6—Color| 
and b&w ads in four consumer 
magazines and 90 newspapers and| 
supplements, plus outdoor space, | 
will be used in the $1,200,000 ad-| 
vertising campaign for 1958 of! 
Scott Paper Co.’s “completely new” | 
Waldorf toilet tissue. 

The campaign, to be announced 
next Monday, will break in news-| 
papers April 6. A four-color page 
has been scheduled for the April 
15 Look. Similar pages will appear 
in Good Housekeeping, Redbook 
and True Story, and four-color 
fractional pages have been sched- | 
uled in the magazines as follow-| 
ups. 

On the West Coast, where news- | 


Thay depend on you... driv. 


BAND i 
COBCERT 


carefully 


SAFETY POSTERS— 
Monsanto Chemi- 
cal Co.’s plastics 
division, Spring- 
field, Mass., is 
offering safety 
posters to driver- 
training instruc- 
tors, automobile 
dealers and in- 
dustrial safety 
Gtvector s. 
The posters are 
enlargements of a 
color illustration 
from a Monsanto 
laminated safety 
glass ad in the 
March Reader's 
Digest. Needham, 
Louis & Brorby is 
the agency. 


paper advertising began Feb. 2) 
to back up test marketing of the 


product, outdoor boards will short- | Banks Must Build 


ly be used. The newspaper phase! Personalities with 
of the campaign in the West is) 


now almost completed, the an-| Ads, FRPA Told 
| 


nouncement said. 


s The product brings the con-|q 
sumer “air puffing,” according to|to advertise, to leave the creation 
|of its personality to uncontrolled 
| factors.” 

| This warning was issued here to- 
|day by George Goodwin, vp of the 
pgpee National Bank of Atlanta, in 
)a talk at the southern region meet- 
jing of the Financial Public Rela- 
|tions Assn. 


|volume of advertising, the devel- 
|opment of new media and the im- 
| provement of all media make ad- 
| vertising an absolute must for the 
modern bank,” Mr. Goodwin said. 
| “If the bank does not advertise, 


new Waldorf. 


‘sions of its personality. These im- 
| pressions may be based on the 
siasm of its employes, the appear- 
‘ance of the bank’s building or on 
|pleasant personal experiences are 

TISSUE PUSH—Scott Paper Co.’s “all; remembered far longer than pleas- 

promoted in 1958 by a $1,200,000 |!@"ly significant.” 

advertising campaign in supple-|, Bank advertising, Mr. Goodwin 

azines and outdoor boards. J. Wal- peing dull, and must be human 

ter Thompson Co. is the agency. | without being silly. “Successful 

J. Walter Thompson Co., the people and must convey the im- 

agency handling the campaign. A| 

Harrison F. Dunning, Scott vp Spot Radio Ad 

for retail marketing, said $5,000,- 

and consumer research, machinery, = 

promotion and advertising in mar-|in 57, Reps Say 

“Frankly, in some areas the old) N&w York, March 6—National 
© ice s l Ss its fre = 

Le vonage cagpthe: - Rigo gy haw | radio stations increased by 27.5% 

Mr. Dunning said. “And that called | iM 1957, according to usually-reli- 
ia 

: i sentatives Assn. 

Waldorf was the only nationally the Station Representa 
advertised toilet tissue until 1910, Results for the full year, on the 
ciation members, showed a total 
= “It was Scott Paper’s only na-| of $183,987,000 for 1957, compared 

1900 until 1913, when Scott tissue} 

was introduced,” the 

was Scott’s principal profit maker} been within one half of 1% of the 

and, as Scott men say, ‘Waldorf official figures published many 

college’.” | munications Commission, accord- 
the new product, Mr. Dunning said, | director of the association. 

noting that some differences in the Mr. Webb reported that the in- 

e A new concept in paper making, | cemtage gain ever recorded, and 

retaining single-ply tissues while| that the trend is believed to be 

. i : A breakdown by quarters show 

e A quilted pattern identified in| th national spot total in the first 

e Pink, yellow and aqua shades,| quarter, $42,359,000; third quarter, 

as well as white. The old Waldorf | $44,626,000; .and fourth quarter, 


|activities of its officers, the enthu- 
personal experience. Since un- 
new” Waldorf toilet tissue will be| ant ones, this last factor is particu- 
ments, newspapers, consumer mayg- said, must be dignified without 
|bank advertising must appeal to 
new package has been designed. | 
000 was spent for manufacturing] Reyenues Up 27.5% 
keting the new product. 
spot advertising revenue of U. S. 
chise as the world’s best seller, | 
for action.” | ble estimates released today by 
according to the announcement. _| basis of reports submitted by asso- 
tionally advertised product from) with $145,461,000 in 1956. 
said. “For almost 50 years Waldorf Price Waterhouse, have historically 
has put our other products through | months later by the Federal Com- 
There will be no price change on | ing to Lawrence Webb, managing 
new product include: | crease in 1957 was the largest per- 
gaining facial tissue softness. continuing in 1958. 
the advertising as “air puffing.” | quarter was $44,409,000; the second 
came in white only. + | $52,583,000. + 


| “The tremendous increase in the | 


|the public will still form impres- | 


statement # The SRA figures, audited by 


, pression that the bank, for all its 
strength and dignity, is as human 
as any institution can possibly be,” 
|he said. 

Banks should determine what 
|image they wish to present to the 


image is being properly conveyed, 
he said. 

The major problem confronting 
|banks that advertise is creating a 
|distinct personality since there is 
very little difference between the 


services offered by banks, accord- | 


ing to Harold W. Lewis, vp of the 
First National Bank, Chicago. 
“With big banks, it is usually 


the idea of trying to convey to the 
| public that despite their size, they | 


do conduct their banking on a 
| personal basis with each individ- 
ual who is a customer,” Mr. Lewis 
} said. 

“In smaller banks, probably the 
best service offered is through the 
consumer loan department, and 
|perhaps the emphasis in your ads 
}and the copy for them should play 
| up your consumer loan depart- 

ment,” he said. + 


L.A. Council Drops 
Pay TV Franchises, 


Obviates Referendum 


Los ANGELEs, March 6—The city 
/council here yesterday voted to 
rescind ordinances granting closed 
| circuit franchises to Skiatron Corp. 
and International Telemeter Corp. 


| This automatically eliminates ref-| 


j/erendum vote on pay tv in Los 
| Angeles at this time. 

Both companies had asked for 
this action in the belief that the 


|full story for pay tv could not be} 
properly presented to the public} 


before the June 3 vote (see earlier 
story on Page 56). 

At the same time, Julius F. Tuch- 
| Theater Owners, who spearheaded 
the drive for the referendum vote 
to kill the franchises, announced 
petitions will be circulated to put a 
measure on the November state 
ballot to kill pay tv throughout 
| California. 
| Mr. Tulcher said his group hopes 
to make California the first state 
to put pay tv out of business per- 
manently. + 


|Grey Gets Schutter Candies 
in Chunky Chocolate Deal 


Under a new _ arrangement, 


ller, head of Southern California | 


Advertising Age, March 10, 1958 
i - 

Listerine Agrees 

Not to Say It 


Prof. Frey on Tour 
| to Explain Report 


on Agency Payment 


| 
| New York, March 6—Prof. Al- 
bert W. Frey, whose long awaited F d Off Fl 
| report on his study of agency com- en S u 
| pensation for the Assn. of Nation- | 
al Advertisers was released last} WASHINGTON, March 6—The 
| week (AA, March 3), is now mid-| Federal Trade Commission put an 
way on a four-city road show to | extra bolt on the barn door today 
amplify and clarify the meaning of | by obtaining a stipulation agree- 
the study to advertisers through-|ment which prevents Warner- 
out the country. |Lambert Pharmaceutical Co. from 
He is scheduled to address ANA | claiming that Listerine protects 
'meetings in Chicago March 7 and | against Asian flu. 
in Pebble Beach, Cal., March 12.| The announcement represents a 
He has already discussed his re- post mortem to a controversy which 
| port at ANA meetings in New York flared up early this winter when 
and Detroit. a number of antiseptics, including 
| With Prof. Frey on the speaking Listerine, began running ads im- 
tour are Paul West, ANA president;| plying that the product could be 
Ralph Winslow, vp of Koppers Co.| helpful in fighting off the flu epi- 
‘and ANA board chairman, and) demic which public health officials 
Don Frost, vp of Bristol-Myers were anticipating. 
'Co. and chairman of ANA’s agen- 
|ey relations committee. 


= In one of the most vigorous 
crackdowns on drug advertising 
s “The meeting will give adver-|ever staged, Food & Drug Admini- 
| tisers an insight into the conclu-/| stration began seizing some of the 
)sions Prof. Frey has drawn from | products which were promoted for 
the findings,” according to Mr.|their potency in guarding against 
West. “They will also afford an/flu. At least one shipment of 
opportunity to learn what other Listerine was seized when officials 


NEw ORLEANS, March 7—‘It is public, and then check every ad | companies are doing or planning | took the position it would not pro- 
angerous for a bank, by failure|run by the bank to see that the/to do. 


. and to get an over-all|/vide the protection indicated in 
picture of what advertisers in gen- | promotion materials which were 
eral are thinking on the important attached to the cartons. 
matter of agency relations. Widespread advertising of the flu 
“There is now ample evidence,” | protection rapidly subsided after 
jhe went on, “that many adver-|FDA and Federal Trade Commis- 
|tisers and agencies are reevaluat-| sion issued a joint warning that no 
ing traditional operating methods | product would be allowed to ad- 
to bring them in line with today’s | vertise that it provides protection 
demands on advertising. Similarly |against flu. On the other hand, 
there is evidence that many adver-| federal officials indicated they 
tisers ... have been waiting for the would not object to claims that a 
Frey report to guide them in form- | product, such as aspirin, relieves 
ulating plans to assure the kind/the discomforts that accompany a 
of advertiser-agency working ar-| case of flu. 
rangement that will gear their par-| 
ticular advertising operations to|# While the advertising of Lister- 
maximum profits.” + | ine was discontinued, FTC issued a 
one-paragraph announcement to- 
Cockfield, Boown Names day that Warner-Lambert agrees 
McRobie President not to resume the advertising “un- 
D. R. McRobie has been ap- less and until adequate scientific 
pointed president of Cockfield, evidence establishes that such pro- 
Brown & Co. Ltd., Toronto, and/ tection results to a substantial or 
C. W. McQuillin, formerly exec vp | Significant degree.” + 
in charge of the Toronto office, | 


has been named exec vp of the Pregs-On Nail Polish 
agency. Mr. McRobie succeeds 


|T. L. Anderson, who has been Ordered off Market 
|mamed chairman of the Board. 


G. Warren Brown, president of the | in Connecticut 
agency from 1928 until 1956 when) P 
he became chairman of the board,|) HARTForpD, March 5—Acting on 
‘is retiring as chairman, but will @dvice of federal authorities, 
continue as a director. | Attillio R. Frassinelli, Connecticut 
Mr. McRobie, with Cockfield,| food and drug commissioner, has 
|Brown since 1934, has been exec |0rdered Ten-Day Press On nail pol- 
|vp in charge of the Montreal of-|ish, a plastic strip nail polish, re- 
| fice since 1956. |moved from the market in this 
state. 
| | Federal authorities charge the 
> ith product caused disfiguring and 
_|sometimes painful injury to nails. 
|But the manufacturer, Harrison 
Laboratories, New Rochelle, N. Y., 
defends the product. M. L. Schultz, 
president, says his company had 
| tested the product and consulted 
medical authorities long before 
it was marketed last October. 
| “It is common knowledge,” he 
says, “that an insignificant portion 
of the population always react 
badly to any nail covering, enam- 
el or polish.” State authorities have 
received no complaint, but Food & 
Drug Administration officials say 
some 700 women have complained 
about the product. # 


| AMA to Publish Tabloid 


, Chunky Chocolate Corp., Brooklyn, | 
| will market Bit-O-Honey and Old) 
Nick candy bars for Schutter Can-| 
dy Co., Chicago, in conjunction|ME—RMAtO0—Hanes Hosiery Inc., 
with its present Chunky and Kit) whose best-selling shade is “South 
Kat lines. a Pacific,” is tying in with the Todd- 
Grey Advertising Agency, New| 40 production of “South Pacific” 
York, Chunky’s agency, will han- with this two-color ad running in 
dle advertising for both lines, Sieh Gat Adelie eleit e 
Chunky said. Schutter advertising, | Pp oy eye 
currently inactive, had been han-| 7”es. James R. Flanagan Advertis- 
| dled by R. Jack Scott Inc., Chicago. ing is the agency. 


The American Medical Assn., 
Chicago, will soon publish a new, 
16-page tabloid newspaper, the 
AMA News. The first issue, to be 
distributed every two weeks to 
approximately 200,000 physicians, 
is expected to be ready for the 
annual AMA convention in San 
| Francisco June 23-27. Dr. F. J. L. 
Blasingame, new general manager 
of the association, said the publica- 
| tion will carry advertising. 
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this picture 


THEY’RE HERE, all right. In his heart . . . in 
his thoughts. Just as they are when he’s at home 
. . . influencing the way he lives, the things he 
needs and buys. 

For the top-flight sportsman is a man with 
major responsibilities: a wife and children who 
depend on him, an expanding household to pro- 
vide for. 

But this OUTDOOR LIFE reader has his responsi- 
bilities well in hand. He lives well, he earns well. 
His average income is $7,448 yearly . . . over 50% 
more than the national family average . . . the 
solid means to provide the goods and services his 
energetic approach to life demands! 


A virile, active man (average age 36.4 years) he 


represents 80.1% of all OUTDOOR LIFE buyers who 
are family men—with an average of 2.1 children. 
With this growing family, he’s living his most 
accumulative years right now! 

Here’s a proven record of his big-ticket purchasing 
power: 96.8% own one or more automobiles . . . 
57.3% own one or more boats .. . 65.6% own out- 
board motors and 100% are top-rated customers for 
those things every normal American family buys. 


It makes real good sense to sell your products 
to the 1,000,000 sportsmen who buy OUTDOOR 
LIFE. Here you're in the good company of 914 of 
America’s most successful advertisers. Any OUT- 
DOOR LIFE representative will be glad to show 
you who they are! 
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‘The Year Advertising Helped 


This editorial message was first published by McGraw-Hill 
two years ago. It describes advertising’s dramatic contribu- 


N 1954 we had a business recession in the United States. 
Sales fell about 4% during the year. If management 
had followed the historic pattern of business ups and 

downs, advertising volume would have fallen much further. 

But in 1954 the volume of advertising did not fall. It in- 
creased over 5%, and expenditures in all major advertising media 
rose. Every effort was made to stimulate sales when sales were 
needed to sustain prosperity. 

This was something entirely new under the sun. It 
had a powerful influence in making the recession of 
1953-54 one of the mildest on record. It helped greatly 
to speed business on to the record-breaking levels it 
attained in the years 1955-57. 

There are several reasons why America’s business man- 
agement attacked this decline in sales with more advertis- 
ing. One of them grew out of the greatly strengthened 
position of the American consuming market. Consumers’ 
income after tayes has been rising an average of over $10 
billion a year since 1946, and this rising income is more 
widely distributed than ever before. Furthermore, consum- 
ers had piled up reserves of about $200 billion in cash or 
its equivalent. These reserves offered a new and powerful 
inducement to increased selling and advertising effort 
even in the face of a possible decline in consumer income. 
(At the end of 1957, consumer reserves were $225 billion.) 


Mc Graw-Hill PUBLISHING COMPANY, 


tion to the American economy during 1954. The theme of 
the editorial—that advertising can help promote economic 
stability by stimulating sales at a crucial time—is even more 
pertinent today. 

As our economy grows, it is constantly changing. The 
conditions business faces today are not the same in every 
respect as those it faced in 1954. But business again has the 
opportunity, through advertising and other selling efforts, 
to help sustain a high level of economic activity. At the same 
time, it will be building markets for the period of renewed 
expansion that is sure to follow. 

This editorial is reprinted exactly as it appeared in 1956 
except for minor editorial changes to bring it up to date. 
Permission is freely extended to newspapers, groups or 
individuals to quote or reprint all or parts of the text. 


Read lL MG 


PRESIDENT 
McGraw-Hill Publishing Company, Inc. 


Taking the Longer View 


However, the principal reason why a sales decline was attacked 
with increased advertising is management's new-found conviction 
that good advertising 1s essentially an investment in the develop- 
ment of a market. Successful development requires sustained 
investment. The inclination of business management to 
take this longer view is, of course, motivated by the fact 
that the American market, with over 3 million consumers 
being added annually, is growing at a prodigious rate. 
Ten years ago only a handful of companies had plans 
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for investment in new producing facilities extending 
beyond the current year. Today almost all leading compa- 
nies have investment programs running some years ahead. 
And keeping pace with these long-range investment plans 
has been the development of sales and advertising pro- 
grams to reach tomorrow's greatly expanded markets. 


Advertising’s Key Role 


This crucial role of advertising in providing driving power 
for our economy is gaining greater recognition every day. 
In his book,“People of Plenty,” Professor David M. Potter 
of Yale University remarked: “Advertising is not badly 
needed in an economy of scarcity, because total demand is 
usually equal to or in excess of total supply, and every pro- 
ducer can normally sell as much as he produces. It is when 
potential supply outstrips demand—that is, when abundance 
prevails—that advertising begins to fulfill a really essential 
economic function.” 

Today abundance so completely prevails in the United 
States that it has been conservatively estimated that as much 
as a third of everything offered for sale falls in the realm 
of “optional consumption.” That is, consumers can “take it 
or leave it” without any immediate personal inconvenience. 


But if they decide to“leave it,” a terrific economic depression 


ss 2. 


will not be far behind. In such circumstances, advertising — 
in which, in all of its forms, we are now investing over 
$10 billion annually — clearly is of crucial importance to 
our continued prosperity. 

In performing its key role in past years, American ad- 
vertising never realized its full potential. It successfully 
promoted sales. But it never was called upon to promote 
an overall economic stability as a direct outgrowth of 
increased sales. 

By successfully promoting both sales and economic sta- 
bility, as it did in 1954, advertising surely has added new 
strength to the American economy. It has also added a 


great new and constructive dimension to advertising itself. 


One of the surest means of expanding your sales volume in 
today’s industrial markets is through dominant advertising 
in the publications directly serving your major customers 
and prospects. 

McGraw-Hill’s business and technical publications can 
give you quick access to the men who initiate, specify and 
approve the purchases of industrial products and services. 
Because all are leaders in their respective fields, you are as- 
sured a maximum return on your advertising investment 
when you concentrate in the McGraw-Hill publications serv- 
ing your most important markets. 


INCORPORATED - 330 West 42nd St., New York 36, N. Y. 
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The Editorial Viewpoint... 


The Agency-Client Pattern 


The release of the complete text of the Frey report on 
advertising agency service and compensation seems to 
call for editorial comment. But we have nothing new to 
say, and therefore are taking the liberty of reprinting here 
the comments we made when the preliminary report was 
issued last October. Our viewpoint has not changed in any 
way in the interim. 


Those who were expecting a clarion call to be sounded by Prof. 
Frey at the Assn. of National Advertisers meeting, with perhaps an- 
swering yells of defiance from segments of the audience, were disap- 
pointed. All was sweet reasonableness in an attitude of rather genial 
good fellowship. 

And why not? The fact is that if there ever was a “battle” over the 
method of compensating agencies, that “battle’’ was fought in Wash- 
ington and the corridors of the federal courts, and decided more than 
a year ago when the various associations cited signed consent decrees 
in the federal anti-trust suit. 

Since then, as the ANA special committee said at the time, it has 
been both legal and ethical for advertisers to make individual ar- 
rangements for compensation with their advertising agencies. This is 
precisely what the most vocal ANA members really wanted; this is all 
they can hope to get. Consequently, everything else that happens 
tends to be anti-climactic, including the Frey report. 

Just how anti-climactic recent events have been is amply demon- 
strated by the fact that we would not change an essential word in 
an editorial we wrote on this subject a year and a half ago—in the 
May 28, 1956, issue, when we said: 

“It seems quite clear that advertisers are determined to make their 
own individual deals with their advertising agencies, and that their 
hand has been strengthened by recent legal events. This is important 
in concept and in law, but it is nowhere near as revolutionary in 
practice as some present-day speech-makers would have us believe... 

“It seems quite clear, also, that the great bulk of media intend to 
continue the commission system about as it is; and while it seems 
equally clear that the Assn. of National Advertisers is more or less 
officially committed to trying to get net rates for advertisers from 
media, the possibility of success in this attempt is a matter of consid- 
erable doubt. 

“It also seems clear that advertisers will continue to use advertis- 
ing agencies, not only because no alternative presently seems to exist, 
but much more importantly, because advertising agencies perform a 
vital function which has proven its value—entirely aside from all dis- 
cussions of compensation or system. 

“Thus it also becomes clear that while the relations between agen- 
cies and clients, and the relations between agencies and media, can- 
not be completely separated, they are nevertheless two distinct prob- 
lems. Advertisers insist on their legal right to deal with their agencies 
on a mutually satisfactory, individual basis; media insist on their 
right to grant commissions to agencies as a class which they do not 
grant directly to advertisers. Both could be right, without necessarily 
interfering with the other. 

“There will be changes, of course. They can be orderly and sensible, 
and beneficial to all in the long run. Or they can be dictated by vin- 
dictiveness and impatience and do long-run damage to the whole 
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“When he wants them to accept an ad, he puts the president’s picture 
in the rough.” 


structure.” 

The preliminary Frey report, and the atmosphere in which it was 
delivered, indicate that thoughtfulness and patience and long-run 
| considerations will govern most people’s actions. In this event, we are 

willing to reiterate two other old predictions of ours: 

First, there will be a very minimum of confusion in the business as 
| changes are made; this is evolution, not revolution. Second, before 

too long many who are now skeptical will be saying that what has 
happened was a good thing for the whole business. 


Fair Trade Hit Hard 


Last week’s action by General Electric Co. and Sunbeam, among 
| others, seems to have dealt fair trade a crucial blow, at least in the 

small appliance field. 

Indeed, the fair trade fortunes have undoubtedly sunk to their low- 
| est ebb in many years, leaving almost nothing but the hard core of 
drug and cosmetic items with which fair trade originally started out. 

We view its demise with no great alarm or regret, despite the fact 
that some devotees of fair trade have recently been quoting our com- 
ments on the automobile situation as an evidence of the importance 
of fair trade. We do not believe the cases have anything to do with 
each other. It is not necessary to have a manufacturer-set price 
(which is fair trade) in order to avoid the kind of oriental bazaar 
trading which has been taking place in auto showrooms, 
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What They're Saying . . . 


Caterer Joins Yale List 

Is Yale setting a new Ivy League 
|fashion? Is the Yale University 
Press showing the way for all the 
university presses of the country? 
|The new directory of the Assn. of 
American University Presses lists 
in the Yale chain of command the 
post of “caterer.” He comes just 


e the promotion manager. 


| pletely leveled off. 


and demand is hogwash. 
—Hughston M. McBain, 


cil, Chicago. 


The Valiant Die But Once 


—Item in “The Suburbs of Helicon,” 
published by Oxford University Press, 
New York. 


Those who believe that govern-| “a 
ment can “outlaw” fundamental | Wil! travel. 


chairman, | - 
Marshall Field & Co., speaking at the Carrying on the inside the words, 
annual meeting of the State St. Coun- “Keep us in mind.” 


Law of Supply and Demand 
Can't Be Legislated 

...Perhaps even sillier than 
faith in good times forever, or dis- 
may at the first dark cloud, is the 
belief that the economic life of a 
nation can be managed... that the 


peaks and valleys can be com- 


Lastly to combat the ever-in- 
creasing problem of westerns, that 
of seeing the same “badmen” 
killed over and over again at ev- 
ery stop of the tv dial, Hayden is 
using new, unknown actors to play 


the “heavies.” 
—From an ABC Film Syndication 
press release on Russell Hayden, pro- 
ducer of “26 Men.” 
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Rough Proofs 


| Swift and J. Walter Thompson 
| have parted company after 65 hap- 
| py years together. 

Well, anyway, no one can say 
the attachment was just a passing 
fancy. 

. 


“Rebating by agencies isn’t un- 
ethical,” Prof. Albert W. Frey of 
Dartmouth reports to the ANA. 

That makes it official. 


If the Senate postal bill gets the 
approval of the House, the initia- 
tion of a 5¢ letter rate will at least 
answer the question, “What can 
you buy today for a nickel?” 


A. W. Lewin and Clay Buckhout 
are urging that advertising do 
something to improve its public 
relations. 

Maybe the Advertising Council 
could be interested in taking on a 
new client. 


The first prize in the Post’s cur- 
rent contest for admen is “a rac- 
coon coat with matching Stutz.” 

It’s a Bearcat! 


The Tampa Tribune, it says here, 
carried more retail grocery linage 
in 1957 than any other newspaper 
in America. 

Helped, no doubt, by the gargan- 
tuan appetites of all those baseball 
rookies who train in its neighbor- 
hood every spring. 


Philip M. Hauser puts a new 
twist on the conversation by pre- 
dicting that “the inferior construc- 
tion of many vast sections of post- 
war housing in suburban areas” 
will spark a move back to the cities. 

Won't the houses even outlast the 
mortgages? 


Pillsbury is already hard at work, 
reports the world’s greatest adver- 
tising journal, preparing for its 
tenth annual bake-off, a cozy do- 
mestic rite performed in the inti- 
mate, home-like atmosphere of the 
Waldorf-Astoria. 


Judging from the advertising ap- 
propriatiens for the leading brands 
of dog food, this is an item which 
must be contributing in an impor- 
tant way to the cost of living index. 


“You must, above all, be willing 
|to do field work,” says an agency 
looking for an account man with 
farm experience. 

His slogan will be, “Have boots, 


economic laws and can legislate | e 
“corrective measures” are delud- 
ing themselves. The idea of legis- 
lating the economic law of supply 


| Martin Mayer tells in his new 

book about a departing agency ex- 
jecutive seven of whose associates 
| presented him with an attaché case 


And he did. 


Virg Angerman says his new 
book on “How to Write a Classified 
|Ad That Pulls” reveals the secret 
|of the six most powerful words in 
| advertising. 
| Sounds like a bargain at one 
| buck. 
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CHUCK FRANC KF 


Why Separate? 


INC. 


America’s Finest 
Photoengraving Plant 
for Letterpress and Gravure 


Fractionate? Discombobulate?2 


| KEEP YOUR PRODUCTION SIMPLE! | 


In these riproaring days of big national advertising schedules, when every agency | 
production man must be a Deadline Dick, it pays to simplify your sources... \! 
q especially forletterpress plates and gravure positives from thesamecolorcopy. 


You can get both, matched in quality, from one source: CM&H. 

The advantages are many, including finer gravure reproduction 

based upon the fact that we SPECIALIZE in gravure for 

national advertising. More than a quarter-century of know- 

how, developed by serving leading agencies and advertisers 

from coast to coast, is your assurance of quality. 
CORRELATE! CONSOLIDATE! by sending your copy 

| for letterpress and gravure to 


COLLINS, MILLER & HUTCHINGS INC. 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 
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| Levitz Joins Stern, Walters; 


| 


You Get 
“100 GRAND” 
over 100,000 circulation—a new 
all time high record for the 
SAME OLD RATE 
33¢ lines Buys BOTH! 


The 1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


TWO Separate Newspapers...33c Line BUYS BOTH! 


|| Brown Gets Three Accounts 


Brings Barton, Cunningham 
| Stanley D. Levitz has 
/named vp and creative director of | 
| Stern, Walters & Simmons, Chica- 
| go. Formerly a vp of Herbert Bak- | 
er Advertising, Mr. Levitz brings | 
with him the advertising accounts 
\of Barton Distilling Co., Bards-| 
| town, Ky., and Cunningham Co., | 
Chicago, maker of glass washing 
| machinery for restaurants and in- 
| stitutions. 

| Mr. Levitz joined Baker last Oc- 
| tober from Grossfeld & Staff, 
| bringing to Baker the same two ac- 
counts (AA, Oct. 7, 57). 


E. H. Brown Advertising Agen- 
cy, Chicago, has been appointed to 


\handle advertising for Precision)’ 
Scientific Co, E-Z Packaging Co. | 
}and Scam Instrument Corp., all of | 
been Chicago. Reincke, Meyer & Finn! 


was the former agency for Preci- 
sion Scientific. The other two ac- 
counts were handled by Lester L. 
Jacobs, who had his own agency 
but now will work as an account 
supervisor with E. H. Brown. 


Lieberman Joins Richards 

Robert K. Richards, Washington 
public relations consultant, has 
named Leonard Lieberman an as- 
sociate. Mr. Lieberman formerly 
was assistant director of informa- 
tion for general services adminis- 
tration and director of special 
projects in the public affairs office 
of the Civil Defense Administra- 
tion. 


TV GUIDE HITS A 


If men figure in your marketing plans, 
count on TV GUIDE to give your 


advertising a man-sized sales punch! 


It wraps 62 million men around its 
contents five times a day—seven days 


a week. Man for man, it takes just 


two cents per thousand exposures 


to talk sales. This, in short, is a sales tool 


you can afford to go to market with! 


TV CIRCULATION NOW OVER 6,000,000 


. : Source: Magazine Reading Trends, Sindlinger & Co., 1957 


-SIZED AUDIENCE 


Advertising Age, March 10, 1958 


| 
| 


q™ 


ROBERT COLE has been named man- 
ager of the Cleveland office of 
McCann-Erickson. A McCann vp 
since 1956, Mr. Cole most recently 
has been group head on the Esso 
Standard Oil account in New York. 


90 Admen Sign Up 
for Three-Day 


Religious Retreat 


| CHicaco, March 5—More than 90 
Chicago area advertising men, pri- 
marily agency men, have signed up 
for the tenth annual “advertising 
agency men’s retreat” to be held at 
|Bellarmine Hall, Barrington, IIL, 
March 21-23. 

Although there will undoubtedly 
|be some who cannot participate, it 
seems likely that the newly en- 
larged facilities of the Jesuit re- 
treat house, which accommodates 
72, will be used to capacity during 
the weekend devoted to advertising 
men. 

Bellarmine Hall has been oper- 
ated as a Jesuit retreat for many 
years, and groups and individuals 
gather there throughout the year 
| for a philosophical review and con- 
centration on the spiritual values 
of life. Participants are housed in 
individual rooms and silence is 
maintained from immediately after 
the get-together dinner on Friday 
|until leave-taking on Sunday after- 
|noon. The time is devoted to prayer 
and contemplation, with some in- 
struction included. 


s The “advertising” weekend has 
| been in existence since 1949, when 
| Al Bremner, Foote, Cone & Belding 
| VP, and Norton O’Meara, J. Walter 
|Thompson vp, who had been at- 
tending retreats for some years, de- 
cided to develop a special period 
for advertising people. This year’s 
|group will be the largest ever to 
attend, and will include represent- 
atives from approximately 15 agen- 
cies. While the group is predomi- 
nantly Catholic, a number of non- 
Catholics usually attend. # 


Canadian ‘57 Retail Sales 
Up 2.5% over 1956 

Canadian retailers had record 
sales in 1957, according to the Do- 
minion Bureau of Statistics. Esti- 
mated at $14.6 billion, the year’s 
total was 2.5% larger than the 1956 
value of $14.3 billion. December 
sales were 0.8% below a year ago 
at $1.4 billion. Both independents 
and chains shared in the rise in 
sales in 1957—the total for the for- 
mer advancing 1.3% to $11.8 bil- 
lion and the latter 7.6% to $2.8 bil- 
lion. 

Estimated total sales for the top 
10 trades in 1957 were: grocery and 
combination stores, $2.8 billion; 
motor-vehicle dealers, $2.4 billion; 
department stores, $1.3 billion; 
“other” foods and beverages, $1.1 
billion; garages and filling stations, 
$866,584,000; general stores, $579,- 
610,000; furniture, appliance and 
radio, $568,414,000; restaurants, 
$519,820,000; lumber and building 
material dealers, $457,237,000, and 
drug stores, $350,765,000. 


Horwin Joins George Gero 
Lawrence J. Horwin, formerly of 
Gaskill & Johnson, Newark, has 
been appointed an account execu- 
tive of George Gero Advertising, 
Paterson, N.J., and New York. 
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You can't close your eyes to the obvious. 


You have to face facts. 


To sell Canada—make no little plans—use 


: Weeken 


MAGAZINE 


| The biggest single selling force in Canada 
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1009 IDEAS 


from successful companies 


$10. 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION 
experiences sent you each month for a 
year...just as they happened... show 
ing the results produced. .as reported 
in the nation's leading business and 
trade publications. Adapt them to your 
own profitable use. Worth much much 
more than the $10.00 check you send 


BRIEFED 
400 Madison Ave., (Dept. A), N. Y. 17 


Barnes Sets Newspaper Push . Newspaper Ad Linage 


January, 1958 
jis using 1,500-line r.o.p. color ads Media Records Report for 52 Cities | programs. 


| Wm. A. Barnes Co., Minneapolis, 


in newspapers to introduce its 


Home Brand preserves packed in “!ssification 1958 


The organization’s staff will be ex- 
panded to develop and produce new 
Goodson-Todman also 


Jan. PerCent maintains an office in Beverly 
ane oan Hills. 


l2- lb. tins. The product is being test- | Retail (total) .106,940,506 110,529,786 — 3.2 


Dept. Stores . 
‘ed in Rochester, Austin and Man-| | General ... 


kato, Minn., with market-by-mar- | Automotive... 
ket expansion planned. Jackson, 


38,195,660 39,834,670 — 4.1 
. 23,431,000 26,355,080 —11.1 
11.752'501 12554540 — 65 Lundy Joins Blair in L. A. 
Financial ...... 5,642,649 


5.928.710 — 48 David Lundy has resigned as 


Total Display 147,746,656 155,368,116 — 4.9) mana f KG n Fran- 
thea Peterson & Hall, Peoria, is Classified aamee EREDNT © > 


pre 49,376,153 55,141,079 —0. 5| 
the agency. WE oki 197,122,809 210,509,195 — 


v1 cisco, to become Los Angeles man- 
ager of Blair TV, television station 


- Okays KGUL-TV'’s Move |Goodson-Todman Moves 
Goodson-Todman 


| The Federal Communications | 


representative. 


Productions, | 


|Commission has authorized KGUL- television packager, has leased an Blake Opens Agency 


|TV to move its main studios from entire floor at 375 Park Ave., New | 


William D. Blake, who recently 


‘Galveston to Houston. The move York, in the new Seagram’s bronze | resigned as MGM publicity repre- 
had been opposed by NBC and ABC skyscraper, for executive and pro- sentative to open his own San 


|outlets in Houston. KGUL-TV is| duction offices. 


a CBS affiliate. 


Occupancy is Francisco agency, has established 


scheduled to take place in April.| offices at 988 Market St. 


THE 


EK. F. M 


A new name for.-- 
,Ac DONALD 


CAPPEL, * 
BEL NAP & & 


ross COL FE 


Offices in principal cities 
U.S., Canada and Europe 


@ 2 


THOMPSON, INC 


s&Cc “OMPANY 


New York 
Rochester 
Philadelphia 
Washington 
Atlanta 
Jacksonville 
Dayton 
Cincinnati 
Louisville 
Indianapolis 
Toledo 

Fort Wayne 
Cleveland 
Pittsburgh 
Detroit 
Grand Rapids 
Chicago 
Oshkosh 
Milwaukee 
Minneapolis 
St. Louis 
Kansas City 
Dallas 
Houston 

Los Angeles 
San Francisco 
Toronto 
Montreal 
Frankfurt 
Brussels 


The E. F. MacDonald Compa 


WORLD-WIDE SALES INCENTIVE SERVICE / Dayton 2, Ohio 


g COMPANY 


Ready to help you 


meet today’s marketing 
challenge 


cDonal 


COMPANY 


Whatever the trend of your Company’s 
market or your own economic thinking, three 
facts stand out: 
Your business can expand in 1958 by increasing 
its share of market! 
Thousands of leading companies have improved 
their market position with the help of 
professionally handled sales incentive campaigns! 
The success of these campaigns is now more 
certain than ever before . . . due to the unparalleled 
reservoir of incentive experience, trained 
manpower and tested techniques now put at your 
disposal by The E. F. MacDonald Company. 
EFM executives have planned and created tens 
of thousands of successful campaigns. 
Additional offices provide efficient, on-the-spot 
service whether your salesmen operate 
locally, regionally, nationally or internationally. 
The EFM prize selection is finer and more 
flexible; an expanded world-wide staff assures 
greater long-range benefits from incentive 
travel awards. 
Yes, the marketing challenge today is real 

. but the remedy is ready and more powerful 
than ever. Why not investigate this unique 
marketing tool? A phone call or note will bring 
an EFM man to your office... and added 
power to your sales effort! 


oy 


Advertising Age, March 10, 1958 


Talent Control 


Probe Result of 
Net TV Scrutiny 


NEw York, March 4—The Justice 
Department’s anti-trust scrutiny 
of the television industry has 
spread out to cover the two big- 
gest talent agencies in the enter- 
tainment field, Music Corp. of 
America and the William Morris 
Agency. 

The department confirmed that 
it is looking into the operations of 
these two companies, which be- 
tween them reportedly collect 
package commissions—10% of the 
gross price of the program—on 
nearly 45 half hours of prime net- 
work tv programming weekly. | 

In addition to their key role as 
the placers of complete packages 
on tv, the agencies also greatly in- 
fluence the medium through their 
control of a star-studded stable of 
writers, pefformers, directors and 
producers, among others. 


s Justice Department sources in- 
dicated that the MCA and Wil- 
liam Morris inquiry—which ap- 
parently will not extend to any of 
their lesser competitors—is anoth- 
er facet of the department’s over- 
all investigation of network tv 
rather than a separate study. There 
was no indication as to when the 
study started or what avenues it 
is pursuing. 

Neither of the companies was 
aware that they were being scru- 
tinized until the news of the study 
broke in the papers. Morris 
Schrier, MCA vp, and Michael 
Halpern, William Morris attorney, 
said nobody in all of their offices 
around the country had any ink- 
ling that such a study was going on. 


Wise, McBurney Open Office 
Brownie Wise, who resigned re- 
cently as head of Tupperware 
Home Parties, has formed a sales 
consulting and public relations 
company with Charles McBurney, 
formerly head of his own pr com- 
pany in Winter Park, Fla. Called 
Brownie Wise & Charles McBurney 
Associates, it will be headquart- 
ered in Winter Park, with offices 
in New York. Mrs. Wise will be 
president, Mr. McBurney, exec vp 


P&G, GM Set TV Special 

Procter & Gamble Co. and the 
Pontiac division of General Motors 
Corp. will co-sponsor the 10th an- 
nual Emmy Awards presentation of 
the National Academy of Television 
Arts & Sciences over NBC-TV 
April 15. Grey Advertising is the 
agency for Procter & Gamble; Mac- 
Manus, John & Adams handles the 
Pontiac account. 


KLOB-TV Construction Begun 

Ground has been broken for 
studios and offices of KLOR-TV, 
Provo, Utah, a new commercial 
station being built by Beehive 
Telecasting Corp. at a cost of about 
$100,000. The new station’s trans- 
mitter will be located on Lake 
Mountain 15 miles west of Provo. 
Provo is 45 miles south of Salt 
Lake City. 


Hartman Promotes Three 

William H. Aaron and Robert S. 
Cole have been elected vps, and 
George H. Hartman Jr. has been 
named secretary and treasurer of 
George H. Hartman Co., Chicago 
advertising agency. 


Donnelley Sales, Earnings Up 


R. R. Donnelley & Sons Co., 
Chicago printer, reports its 1957 
|sales were $120,042,000, compared 
|with 1956 sales of $109,681,000. 
|Its 1957 earnings were $8,092,000, 
compared with $7,581,000 in 1956. 
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This photo, engraved by the Tribune and printed on Tribune news- 
presses with Tribune inks on Tribune newsprint paper, is as it 
appeared in the Chicago Tribune on Saturday, October 19, 1957. 


C 


ueen 


descende 
the staircase. 


— The clock 


ae ii 815... 


> 


Less than 48 hours after Queen Elizabeth II attended Governor and 


# Mrs. Thomas B. Stanley's dinner at Williamsburg, Va., hundreds of 


thousands of Chicagoans opened their Tribunes to find this full-page, 
four-color photograph taken by a Tribune staff photographer. 


The Tribune's leadership in color dates back to 1922 when it pioneered 
with four-color Sunday rotogravure sections—a world first! 


In 1926, it began the modern era of run-of-paper color with two-color 
printing in a daily press run. Three-color printing followed in 1932. 
And in 1936, the Tribune became the first newspaper to print four colors 
in daily run-of-paper positions. 


On May 12, 1939, the Tribune published a full color photograph of a 
spot news story—another first. On June 9, 1939, it printed the first color 
photo transmitted by Wirephoto. Other famous firsts were printing 
exclusive color photographs of Pope Pius XII in 1946, and the corona- 


tion of Queen Elizabeth II and the inauguration of President Eisenhower 
in 1953. 


Small wonder that Chicago gets excited about the Tribune. Or that, in 
Chicago and suburbs the Tribune reaches as many families as the 7 top 
weekly national magazines combined! More than 6 times as many 
Chicagoans read the Tribune as turn on the average evening TV show. 
Not only has the Tribune far more circulation than any other Chicago 
newspaper, but it was also the only one to show a gain in total daily 
net paid circulation during the official six month period ended September 
30, 1957 over the same period in 1956. 


Does Tribune color advertising pay? Here are some of the 1957 adver- 
tisers who have discovered that it does: Standard Oil of Indiana (13 
color pages), Pepsi-Cola (11) and Betty Crockér Mixes (9). Tribune 
color can do an outstanding job for you, too. . 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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MARVIN ©. CLAUSEN has been named 
general advertising manager of the 


Hugh Chamberlin will continue as 
ad manager of the division, with 
responsibility for product advertis- 
ing. Mr. Clausen formerly was an 
account executive with Galen E. 
Broyles Co., Denver, and before 
that was with Needham, Louis & 
Brorby, Chicago, 17 years. 


McCormick Sets 
Print, TV Push for 
Flufty Instant Spuds 


(Continued from Page 3) 
speed and ease with which Fluffy 
can be prepared. The ads include 
a special introductory offer allow- 
ing consumers 15¢ off on their} 
next purchase. West Coast pur-| 
chasers will be offered a 5¢ allow- 
ance. The newspaper campaign 
calls for continuing half-page ads 
to follow the introductory page 
units. 

A series of tv commercials will 
follow, featuring 20-second and 
60-second animated spots, includ- 
ing 22 per week in Baltimore, 24 
per week in Washington, 36 in 
Miami, 24 in St. Louis, 23 in Hous- 
ton, and 24 in Dallas and Ft. 
Worth. Other tv schedules have 
not yet been announced. Network 
programs, including “Truth or 
Consequences,” the Garry Moore 
show and “Queen for a Day,” will 
carry the animated film spots. | 


® A point of sale display will 
highlight Fluffy in supermarkets 
and grocery stores. The package 
itself, according to Mr. Mattern, 
has been attractively designed to! 
do a complete selfselling job. 
When McCormick & Co. reached 
a decision to diversify its long- 
established lines by entering into 
the instant potato business, they 
built a plant at Blackfoot, Idaho, 
to process Idaho russet potatoes, 
the most favorable for packaging. 
Almost 18 months ago, McCormick 
formally entered the field through 
its institutional division, selling 
the products to hotels, restaurants, 
schools and other bulk users. # 


Roberts Elected President 

John Roberts Jr., ad director of 
the Observer, Fayetteville, N. C., 
has been elected president of the} 
Newspaper Advertising Executives 
Assn. of the Carolinas. R. L. Alan- 
der of the Observer, Charlotte, | 
N. C., has been elected Ist vp; 
Chester W. Bovender of the 
Journal-Sentinel, Winston-Salem, 
N., C., was voted 2nd vp, and W. W. 
Wilson of the Index-Journal, 
Greenwood, S. C., has been elected 
treasurer. 


Potato Chip Push Uses TV 

The Northwest Potato Chip In- 
dustry, promotion agency for five 
potato chip manufacturers in Ore- 
gon and Washington, will use tv 
primarily and radio secondarily in 
its third annual ad drive to begin 
in October, which is potato chip 
month. The Taskett Agency, Seat- 
tle, will handle this year’s promo- 
tion. Taskett also handles the ac- 
count of Williams & Co., one of the 
NPCI members, 


| AFA to Co-Sponsor Study 


Course for Admen Aug. 18-23 


The Advertising Federation of 
| America, New York, will sponsor a 
| National Institute for Advertising 
| Management, first of its kind, at 
|Michigan State University, East 
|Lansing, Aug. 18-23. Co-sponsor 
| will be the advertising department 
|of the school of journalism in the 
college of communication arts. 


The institute is designed for ex- 


ecutives in advertising depart-| 


cies. Cost will be approximately 
$175 a person and enrollment will 
be limited. “We’re going back to the 
‘ivory tower’ on purpose, to get an 


opportunity to take a long and de- 


tached look at the more basic prob- 
lems and challenges facing adver- 
tising today,” C. James Proud, 
president of AFA, explained. 


Compton Names Two 
George E. Humbert, formerly 
with William Esty Co., has joined 


|as an account executive. Compton 
also has promoted Thomas Bohan 


from a premium buyer in the mar- —eeeenenennnr 

ket development department to 

assistant account executive on the) Max Alive! ; 
|} That’s What Advertisers Reach in 


| ° 
{ Ghe Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Largest Newsstend Sole of Any Sports Weekly 


| Gleem account. 


Purex Promotes Overstreet 

C. C. “Zeke” Overstreet has been 
|appointed to the new post of na- 
tional sales manager of Purex) 
Corp., South Gate, Cal. Formerly 


—s-,Ye? 


assistant director of domestic sales, | { PvbMsed Weekly Since 1886—70 Continuous Years 


| ments, advertising media and agen- |Compton Advertising, New York, he has been with Purex since 1953. 


| 


evaporated milk division of Carna- | 
tion Co., Los Angeles, a new post. 
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IT’S TRUE 


THESE GIANTS HAVE 


SIZE: Where ships glide, the Queen Elizabeth is 
the Giant. Where MEN read— TRUE, the man’s 
magazine, is the Giant. 


TRUE delivers 2'4 million primary readers—2%4 
guaranteed ABC net paid circulation of MEN on 
the move. Men who earn more, spend more, 
really go places: just name it, vacationing, golfing, 
boating, flying, hunting or fishing. Men building 
careers and families... readers right in the prime 
of their consuming life. 


They like TRUE’S man-to-man, all facts 
editing ...give close attention to everything in 
“their” magazine. And you get this big market 
without paying for waste circulation at the 
mixed mass weekly prices. You sell for less to your 
best brand prospects: MEN. 


Automobiles, beer, life insurance—product after 
product—the MAN makes the big brand decision. 
You'll find all the facts in TRUE’s new reports 
made by Daniel Starch & Staff in consultation with 
the Advertising Research Foundation. 


Take advantage of the young giant in the 
mass magazine field. Enjoy the brand selling power 


ONE THING IN COMMON 


of the leading man’s magazine. Spend fewer dollars 
and reach 24 million primary male readers... MEN 
on the move. TRUE does not bypass your women 
prospects. We can’t keep the Gals’ hands off the 
magazine...some 1,200,000 read it each month. 
Buy TRUE, top choice in the big male market. 


MALE vs. FEMALE BUYING POWER 

Get the facts on who is really buying your 
product. Ask for the Starch report on your 
category. 
Automobiles - Air Conditioners - Air Travel 
Beer - Business Shirts - Outboard Motors 
Life Insurance - Liquor - Electric Shavers 

Shaving Cream - Tires - Television Sets 


AMERICA’S LARGEST SELLING MAN'S MAGAZINE 
A FAWCETT PUBLICATION —Faweett Bldg., N. Y.C. 
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Lorillard’s "57 Net |varied with specific markets and |cigarets, reported its consolidated | July 2, 1957.) | Portox Names Robinson 
specific purposes. net income for 57 was $15,759,439,| Joseph F. Cullman III, president,| Portox Co., maker and distrib- 
Up 154%: American’‘s “It was an exciting and reward- an increase of 9.4% over the $14,-| who succeeded the late O. Parker|utor of oxygen equipment, has 
ing year for cigarets,” the report | 405,628 reported for ’56. Its consoli- | McComas last November, empha-| named Edward Robinson Agency, 
10% :Philip Morris’ 9% says, “but one in which the pace| dated net sales in '57 were $408,- sizes in his report the company’s | Philadelphia, to handle advertising 
was too fast for other forms of to- | 813,852, up 5.9% over the $386,-|long range diversification program and raerchandising for its Oxylator 
New York, March 4—Three of| bacco products. Smoking brands | 193,722 reported in ’56. (The con- and its research program. | unit. Oxylater is a small, compact, 
the big tobacco companies issued | and chewing tobaccos followed the solidated operations of the company; On advertising, the company,|lightweight emergency oxygen 
their annual reports for 1957 last| general trend, falling slightly un-|for ’57 and the comparable figures | like its competitors, uses all media, | unit. Formerly sold to the indus- 


weekend, and all showed substan-/der 1956 volume.” for '56 show the operations of Mil- and in broadcast advertising it is| trial and municipal market, Portox 
tial gains in sales and earnings | print Inc., creator and producer of noted that its “advertising formula | is now introducing it to consumers 


over 1956. ® Philip Morris Inc., maker of | packaging, for both calendar years. includes entertainment ingredients via television and newspapers. Ads 
American Tobacco Co., maker of | Philip Morris, Marlboro, Parlia-| Philip Morris in a major diversi-| combined to please every consum- will be directed to sufferers from 
Lucky Strike, Pall Mall, Hit Parade| ment, Spud, and Benson & Hedges | fication move acquired Milprint on|er taste,” the report said. # | heart and respiratory conditions. 


and Herbert Tareyton cigarets, re- 
ported its 1957 net income was the 
highest in its history—$57,094,650, 
an increase of more than 10% over 
its 56 net of $51,688,800. Its dollar 
sales in °'57 were $1,098,092,746, 
compared with $1,091,206,358 in ’56. 

Paul M. Hahn, president, in his 
letter to stockholders, commenting | 
on the alleged link between cigaret | 
smoking and cancer, pointed out| 
that “during the past year the 
views of reputable scientists who| 
hold that these charges are un- | 
substantiated have attained wider | 
public notice. The statistics on 
which current anti-cigaret charges 
are based have been challenged on 
many grounds by independent sci- 
entists.” 

On advertising, the company’s 
annual report notes that “advertis- 
ing campaigns via magazines, | 
newspapers, radio and television, 
car cards, outdoor and other media 
are under continual study and re- 
view, with the object of reaching 
the smoking public with our sales 
messages as effectively and eco- 
nomically as possible.” 


s P. Lorillard Co., maker of Old 
Gold, Kent, Newport and Embassy 
cigarets, reported its 1957 net earn- | 
ings at $11,484,412, an increase of 
154% over its 1956 net of $4,519,- 
758. Its ’57 sales were $293,415,430, 
up 44% over the $203,280,417 re- 
ported in ’56. | 


Lewis Gruber, president, out- 
lining the highlights of the com-| 
pany’s operations in '57, cited the | 
introduction of the new Old Gold} 
filter package in February; intro- 
duction and initial distribution of 
Newport cigarets in April; intro- 
duction of new high efficiency 
Kents in May and of the Kent 
crush-proof package in June; and 
distribution of new Old Gold 
straights in December. 

On advertising, the company’s 
annual report says that during 1957 
all media were used, but that use 
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“Championship Bowliag is now in its ‘are 2d especially for television. Now available 
foorth yeor and ha: o better eudiante iti, be Sit Oe, aie : 
then ony cther syndicated sperts Shaw. _ for the first time at the local level for 
——————EEEEEE on television. Golf may de eves better” ee ais Tae Be ee 
ATTENDANCE at NPBE a MUST — JOAN CROSEY i and Summer of 1958. There is nothing in } 
go ee M “Foscinating show ,. . atmosphere of 'h a be substituted for great. 
links pleasenter then gridiven, die ce gers re pei, 
CUNNINGHAM & WALSH, INC., NEW YORK e | first ae ty 
“With the increasing involvement of adver- rrond oF bowling aileyz. ia ae time that modern TV 
caemke tn tae development of compustely So- er 5 kk 
tegrated marketing plans for products and 


services, attendance at the National Premium ae i r 1 . 
Buyers Expositior is a must. The show offers Au Star Golf shovis ottres? Plemy ai 
new items and services, case histories, an non-~getfing Viewers, of well os the s 
opportunity to exchange information, person- oa ss - : 
al contact with brand name companies. These = milion Or 30 active devetses of the 
benefits all assist the advertising man in eval- "- gere “ 

uating the various types of premium promo- : 


tions, and the proper time to use them. The ere = SPORTS HLUDISTRA TED 
inclusion of the right premium promotion to 
accomplish a specific objective of the over-all 
marketing plan can very often be the moti- Atrugtive fa mare than 
vating force behind the success of the whole i 
plan.” : 
A must for all who use or are considering git imeaw: 
using premiums tianetnste: tet le iaiedl 


Si hoor Anniversary 


National Premium 
Buyers Exposition 
. the hub of the premium industry — 


Tournament Golf « Medal Play 


100,000.00 in cash prizes 
foot $a. ae on a: Pa Britt does widens commentary For Audition Film and Prices—write, wire or phone 
€ 
ve e ow, to the PETER DEMET 

cab secatvn, merchandise, bayer eee OF Walter Schwimmer, Inc. 
a —<<£o DIRECTED BY SID GOLTZ 75 E. Wacker Dr., Chicago 1, Ill. « FRanklin 2-4392 

A. 8. Coffman Associates —the same production team 527 Madison Ave., New York 22, N. Y. * ELdorado 5-4616 

28 E. Jackson Bivd., Chicago 4, Ill. for TV’s famous CARY MIDDLECOFF- 
Premium Advertising, Assediation of Ameren CHAMPIONSHIP BOWLING Twice Winner of th 


Inc. National Open 
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Otter Service to Newspapers 
Collier Elliott & Associates has 


and promotion,” Mr. Elliott said. 


chased by Carbro. 


opened offices at 19 Pell Terrace,|Carbro Names Jackson, Haerr Ostermoor Names Salasin 


Garden City, L. L., to offer a new 
management and production engi- 
neering service. It is headed by 
Collier Elliott, formerly manager 
of Mergenthaler Linotype’s produc- 
tion planning department. “We in- 
tend to offer specific analyses and 
programs aimed at improving op- 
erations and quality of the product 
in all departments—editorial, ad- 
vertising, mechanical, circulation 


Carbro Inc., Wichita, Kan., has | 


Alfred M. Salasin, formerly di- 


named Jackson, Haerr, Peterson & rector of the sales development de- 


Hall, Peoria, Ill., to handle adver- 
tising and promotion for Magic 
|Wave shampoo and Magic Curler 
home permanents. Plans are in the 
research and testing stage, with no 


real consumer advertising expected | 


before 1959. Both products are pre- 
vious mail order products of Magic 


Curler Co., Chicago, recently pur-| 


partment of the National Assn. of 
Bedding Manufacturers, will as- 
sume the sales and advertising 
management of Ostermoor Co., 
Bridgeport, Conn., March 17. He 
will be based in Chicago because it 
is “still the center of home fur- 
nishings activities,” the company 
said. 
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THE WORLD'S GREATEST PROFE 


SAM SNEAD-The 
greatest money winner 
in golf history 


JULIUS BOROS - The 
World Champion at 
Tam-o'-Shanter in 1955 


ao 


JACK BURKE Jr.- 1956 
Golfer for the year—Mas- 
ters and PGA winner 


SSIONAL STARS ARE FEATU 


JIMMY DEMARET-1957 
Thunderbird Invitation- 
al winner, Palm Springs 


Name Plates for Visitors 

Clapp & Poliak, New York ex- | 
hibition management company,| 
will introduce a plastic name plate 
like a store account plate for use by 
commercial exhibit visitors at the 
Design Engineering Show in Chi-| 
cago in April. The plates, available | 
free from Clapp & Poliak, 341) 
Madison Ave., New York, are to 
enable exhibitors, each of whom 
will have an imprinting machine, 
to make quick records of a visitor’s 
name, company, address, etc., if 


23 


the visitor wants literature or a 


salesman sent to him. 


Ocean Spray Boosts Henklein 

Robert D. Henklein, promotion 
manager and advertising assistant 
of the National Cranberry Assn., 
Hanson, Mass., has been promoted 
to sales promotion and public re- 
lations manager. He will also serve 
as assistant secretary and treasurer 
of Ocean Spray of Canada Ltd. and 
he is responsible for Ocean Spray 
sales in Canada. 


Ayer Combines Creative Talent 

N. W. Ayer & Son has initiated 
a creative department in its Phil- 
adelphia headquarters to bring to- 
gether writers and artists to handle 
radio, television, publications, out- 
door, promotional material and di- 
rect mail. Headquarters of the ra- 
dio-tv department remain in New 
York. 
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ED FURGOL-The U.S. 
Open Championship 
winner in 1956 


RED IN “TOP 
; a 


DUTCH HARRISON - 
1956 All American 
Championship winner 


PRO GOLF” 
Pm 1 


Yo. 


winner of the St. Paul 
Open in 1956 


Cullman Appoints Whittle 


| 
| Walter R. Whittle has been man- 
ire advertising and marketing di- 


rector of Cullman Wheel Co., Chi- 
| cago. He formerly was vp and sales 
director of Jaquet Inc., New York. 


Kurtz Named Ad Manager 


James E. Kurtz has been named 
jadvertising manager of Pacific 
|Flush-Tank Co., Chicago. He was 
formerly advertising manager of 
Insulation Manufacturers Corp. 


ENGINEERING 
MARKETS int 


a 
INDUSTRY | 


ME Factors—Metals En- 
gineering Factors—govern 
each step of Production, 


Processing, fabrication, 


meeting and design applica- 
Hon—in the giant metal 
industry. Make certain you 
check your sales and ad- 
vertising Program against 
these ME Factors. Phone or 
write for Metals Engineer- 
ing market data you desire: 


. Metals Engineer 
- AD-Visory 
- NIAA Report 
ABC Statement 


How Metals Are 
_eigineored at Eaton 


Eastman Research 


- METAL 
PROGRESS 
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Perlstein Battles | 
Pabst Kin for 


Brewery Control | 


(Continued from Page 2) 
tactics employed in ‘taking over’ | 
companies by means of proxy| 
fights.” 

Mr. Perlstein charged that no 
one in the Pabst family group has 
had any experience in the beer 
field, and said none knows any- 
thing about running the company. 
“They are not qualified to run the 
company themselves and have re- 
fused to say whom they would 


place in charge,” he said. \is unlisted, it does not come under 
The Pabst family group, in a let- the jurisdiction of the Securities & 

ter to stockholders soliciting prox- | Exchange Commission, which has 

ies, charged that the company fell strict rules governing proxy solici- 

from brewing’s “big three” in 1948- | tation and voting. 

50 to a poor eighth in beer sales in The Pabst family group claims 

1957. They further charged that its members own or control more 


the market value of Pabst stock than 33% of the company’s 4,112,-| 


has dropped from $32 to $6 a share 377 shares. On the other hand, Mr. 
over the same period. Perlstein, who claims to be the 
The company’s earnings before | largest individual stockholder, says 
taxes resulted in a loss of $1,242,-|/management is assured of more 
724 in 1956, and an estimated|than 40% of the stockholders’ 
$4,700,000 loss last year, the insur- votes. 
gents claimed. A list of eight candi- Several months ago, the manage- 
dates for the 14-man Pabst board, ment hired Selvage & Lee, a 
including the two Pabst brothers, | public relations company with ex- 


| was submitted to stockholders by perience in proxy battles (it repre- 


the family group. sented Montgomery Ward in its 
tussle with Louis Wolfson). Pabst 
s The proxy fight is expected to claimed at that time that the pr 


be bitter. Since the company stock |company was hired to do strictly 


jroutine pr work and maintained 
| that there was no proxy trouble. 
|Pr work for the Pabst family side | 
|is being handled by James Conway, 
ja Chicagoan. 
s In blaming Mr. Lachner for the 
company’s poor years in 1956 and 
1957, Mr. Perlstein took a different 
stand from the one he took last 
October, when Mr. Lachner re- 
signed (AA, Oct. 28, 57). At the 
time, both men declined to discuss 
the resignation, other than to say 
it was a “mutual understanding.” | 
Mr. Lachner, who became presi- 
|dent of Pabst in April, 1956, after 


16 years with Colgate-Palmolive, | “ 


earlier this year joined B. T. Bab-| 
bitt Inc., New York, as its presi- 
;dent. Mr. Lachner declined com- 
|ment when advised of Mr. 


“Halftones are 
greatly enhanced 


containing 
CALCOFLUOR*’ 


—says Mr. PETER BERTOLINO, Artist 
Aerosciences Laboratory 
Missile & Ordnance Systems Dept. 
General Electric Company 


‘We had the problem of finding a brilliant 
white paper that would do justice to this new 
booklet on our Aerosciences Laboratory. 
The printer of the brochure recommended a 


CALCOFLUOR-treated 


paper. | am certainly 


pleased with the clean, crisp look of it. The 
halftones, in particular, are greatly enhanced 


by this whiter paper. 


” 


Like Mr. Bertolino, more and more artists 
and others who specify and buy papers are 


discovering the new life and sparkle that 


CaLcoFLUOR puts into booklets, catalogs, 


packaging and paper products. 
This fluorescent dye gives papers a 


BRILLIANT, VISIBLE difference in whiteness 


by paper 


Company. 


.. .a difference you can see for yourself... 
a difference that adds immeasurably to the 
appeal and attractiveness of any job. 


Ask your printer or paper jobber to show you 
samples... or write to American Cyanamid 


*Trademark 


—EYANAMID __ 


New York + Chicago - 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 
Bound Brook, New Jersey 


Boston + Philadelphia 


Charlotte - Providence « Atlanta - Los Angeles 
Portland, Oregon 


Cyanamid of 
Dyes Department - 


Canada Limited 
Montreal and Toronto 


CALCOFLUOR 
war <as> Quality Ove 


«seeee 


Advertising Age, March 10, 1958 
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MOOD APPEAL—Industrial Rayon 
Corp. introduces its Eiderlon, knit 


\fabric for underwear, with this 


“weightless” color page in the 

March 16 New York Times, March 

17 Life and April Good Housekeep- 

ing and Seventeen. Grey Advertis- 
ing Agency is the agency. 


Perlstein’s charges. 

In his letter to stockholders, Mr. 
Perlstein pointed out that Mr. 
Lachner was in complete charge of 
the company while he was the 
president and said Mr. Lachner 
was not required to report to him. 

Mr. Perlstein said this situation 
was brought about by the Pabst 
brothers’ faction. ADVERTISING AGE 
jlearned that the company’s by- 
laws requiring the president to re- 
port to the board chairman were 
changed just prior to Mr. Lach- 
ner’s arrival at Pabst. 


® An economy wave hit the com- 
pany following Mr. Lachner’s de- 
parture. Four of the company’s top 
marketing men, including O. Dean 
Wittenberg, merchandising man- 
ager, and two brand managers, 
were fired or resigned (AA, Nov. 
25, 57) under the hefty axe swung 
by Mr. Perlstein, who took over the 
president’s post in addition to 
keeping the board chairmanship. 

| Earlier this year, Mr. Perlstein 
announced that he had trimmed 
more than $4,000,000 annually from 
operating costs and expense budg- 
ets (AA, Jan. 20, °58). He also 
scrapped the brand manager ar- 
|rangement which had been set up 
|by Mr. Lachner. # 


Kudner Promotes Betts 

Robert. Betts, tv copywriter for 
the Kudner Agency, New York, has 
| been promoted to manager of the 
agency’s tv-radio commercial de- 
partment. He replaces Robert Haig, 
who has been advanced to handle 
general creative planning and 
copy. 


Hayden to ‘Auto Retailer’ 

James R. Hayden, formerly 
president of Electric Map Corp., 
Chicago, has joined Automotive 
Retailer and Marine Equipment 
| Purchasing Guide, New York, in 
the new post of western advertis- 
ing sales manager. He will make 
his headquarters in Chicago. 


Four A's Elects Rives, Dyke 
Rives, Dyke & Co., Houston, has 

been elected a member of Ameri- 

can Assn. of Advertising Agencies. 
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The Best Way to Reach MORE Houstonians... 


THE HOUSTON CHRONICLE 


16,206 


MORE THAN THE POST DAILY 


66,699 


MORE THAN THE PRESS DAILY 


28,041 


ain MORE THAN HOUSTON'S 
——— OTHER SUNDAY NEWSPAPER 


1 Za 
LARGEST CITY HOME ? 
|) DELIVERED CIRCULATION IN TEXAS... 
@(, DAILY AND SUNDAY 


Pe 


Statements to the ABC 
for period ending 


4 
Source: Publishers’ 4 
Sept. 30, 1957. . 


THE HOUSTON CHRONICLE 


JOHN T. JONES, IJR., President 

R. W. McCARTHY, Advertising Director 

M. J. GIBBONS, General Advertising Mgr 

THE BRANHAM COMPANY — National Representatives 
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Ward Mayborn, 78, 
Management Pioneer 
in Daily Field, Dies 


SHERMAN, TEx., March 4—Ward 
C. Mayborn, 78, publisher of the 
Sherman Democrat, died March 1 
after a protracted illness. During 
his career Mr. Mayborn helped es- 
tablish and direct the operation of 
more than a dozen newspapers. 

Starting at 18 with the Cleveland 
Press, Mr. Mayborn was associated 
for 30 years with the E. W. Scripps 
newspapers, now Scripps-Howard. 
He was former advertising manag- 
er of the Akron Democrat and was 
one of the founders of the Evans- 
ville Press. 

Successively thereafter Mr. May- 
born was business manager of the 
Terre Haute Post, Denver Express | 
and Memphis Press. In 1919 he be- 
came manager of the Dallas Dis- 
patch and the Houston Press and 
later founded the Fort Worth Press 
and the El Paso Herald-Post. 

In 1929, he purchased the Daily 
Telegram, Temple, Tex. He was) 
also publisher for several years of 
the Baltimore News-American and 
general manager of the Nashville 
Tennessean. 


s Mr. Mayborn was credited with 
having been the originator of the 
so-called mechanical merger plan, 
in which competing newspapers 
effect production economies by us- 
ing the same mechanical plant. 

He is survived by three sons, 
Frank Mayborn, editor and pub-| 
lisher of the Temple Telegram and 
president of the Sherman Demo- 
crat; Ted Mayborn, editor and pub- 
lisher of Drilling, Dallas business 
paper, and Don Mayborn, of Balti- 
more. 


BERNARD F. CORSON 

Cuicaco, March 4—Bernard F. 
Corson, 45, assistant manager of | 
WLS, died March 2 at Evanston 
Hospital of complications resulting 
from pneumonia. Mr. Corson took 
over his duties at the Chicago radio | 
station in November, 1957. Previ- | 
ously he had been advertising man- | 
ager of Tidy House Products, Shen- | 
andoah, lIa., for 12 years. He was| 
also a member of that company’s | 
board of directors. He was well 
known in the broadcasting indus- 
try, having been affiliated with 
radio stations in Yankton, S.D.; 
Kansas City; Davenport, Ia., and 
Springfield, Mo., before going to 
Tidy House. 

Mr. Corson was a Navy veteran 
of World War II. Born in Monroe, | 
La., in 1912, he was graduated from 
Hanover College, Hanover, Ind., 
and took graduate work at North- 
western University. 


EDMUND S. LENNON 


Newark, March 4—Edmund S. 
Lennon, 59, former vp in charge of 
sales of Atlantic Television, which 
operates WATV here, and of Brem- 
er Broadcasting Corp., which oper- 
ates WAAT, Newark radio station, 
died Feb. 27 at his home in Sum- 
mit, N. J., after a long illness. 


of sales. In 1957, when Atlantic 
was formed, he was named to the 
same position. 


'T. A. D. Weaver, 
“Bridgeport Post’ 
Exec, Dies at 63 


BrIDGEPORT, March 4—T. A. D. 
| Weaver, 63, business manager of 
the Post Publishing Co., publisher 


JOSEPH S. WEISS 

PHILADELPHIA, March 4—Joseph 
S. Weiss, 52, editor and publisher 
of Paint Industry, died Feb. 24. He 


had been editor of the magazine of the Bridgeport Post, Sunday 
for six years and was the origi- 


| Post, and Bridgeport Telegram, 
nator of the George B. Heckel|died March 1 at Bridgeport Hos- 
Award for achievement in the pital, following a heart attack. 


paint industry. Mr. Weaver was born in Buena 


| gia School of Technology. At 20 he 


Advertising Age, March 10, 1958 


Post Publishing Co. 

Mr. Weaver was a former presi- 
bought and published a county| dent of the Bridgeport Chamber of 
weekly, the Patriot, Marion, Ga. Commerce and the Kiwanis Club 
He served in the Army during and had been an adviser to the 
World War I, joined the Post com- | state highway department. 


pany in 1921, and became advertis- | 
ing manager the next year. DONNELL D. MILLER 

In 1927, Mr. Weaver became) New YorK, March 4—Donnell D. 
credit and advertising manager of Miller, 65, promotion director of 
Spectors Inc., Bridgeport and New spot radio sales of Columbia Broad- 
Haven jewelry company, but he casting System, died of a heart at- 
returned to newspaper publishing tack yesterday at Norwalk Hospi- 
in 1933 as business manager of the | tal, Norwalk, Conn. Mr. Miller at- 


Vista, Ga., and attended the fe ie| 


Exactly, Colonel! But your military terminology sends needless 
shivers down our spine. And besides, there is no cloak-and-dagger 
work connected with ACB Newspaper Research Services. As the 
late Will Rogers used to say: “All we know is what we read in 
the newspapers.” But, sir, that is quite enough to do the job! 


Capturing, tabulating rs 
and delivering the news | 


. 


Mr. Lennon had been associated 
with the radio station for 20 years. 
In 1947, when Bremer set up a tv | 
station, he became director of sales 
for both stations, and three years 
later he was named vp in charge 


HIL-URBIA 


the market w 


P 
sas 


31} ©. Lancaster Ave, Ardmore, Pa 


that business executives 
need from advertisements 
appearing in daily/Sunday 


_ 


You see for example: 


& = te ; 


newspapers is a full-time job for some 500 

people in the Advertising Checking Bureau. 
Sales and advertising departments receive 

highly specialized information of great value. 


Johnstone & Newton at Sacramento doing 
a fine promotion job for you . . . Jeffert’s at 


Fayetteville hasn’t given you an agate line in 
six months . . . Thurber Stores at Dyersburg 
is using big space consistently for Competitor- 
C with double trading stamps on the entire 
line . . . Springfield seems to be a dead spot for 
everyone . . . Economy Store at Wichita has 
switched from Competitor-B to Competitor-E 
... Cavanaugh & Sons 
at Lebanon have com- 
pleted their remodeling 
program and featuring 
Competitor-E’s Model 
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tended the University of Chicago, | more than 50 years was an officer | Vela, 64, president and founder of 
and was with Conde Nast Publica-|of the company. He assumed the | the printing company of that name, 
tions for many years before join-| duties of vp in 1904 and was elect-|which specializes in advertising 
ing CBS 17 years ago. ed president in 1921. He was chair- | printing, died yesterday at Sharon 
/man from 1939 until his retirement | Hospital, Sharon, Conn. 
FRED PABST jin 1954. Mr. Vela was a printing salesman | 
Oconomowoc, Wis., March 4— Mr. Pabst also was well-known for 17 years with Redfield, Ken-| 
Fred Pabst, 88, chairman emeritus|as a dairy farmer and breeder of/|drick & Odell before starting his| 
of the board of directors of Pabst! prize-winning Holstein cattle. In| own company in 1927. He special-| 
Brewing Co., died at his home here | recent years he devoted full time to ized in advertising printing and} 
on Feb. 21. his 1,400-acre farm here. was one of the first printers in New 
A great-grandson of the founder York to combine letterpress and 
of the brewing company, Mr. Pabst | ALBERT H. VELA | offset printing in the same plant. 
was born in Milwaukee, and for! New York, March 4—Albert HL He was active in the New York 


Employing Printers Assn. and was 
its secretary for several years dur- 
ing the late 1930s. He also served 
two terms as president of the Asso- 
ciated Printing Salesmen from 1932 
to 1934. 


Joel Conron Joins Zlowe 


and merchandising. 


the Colonel,“ACB is the ‘intelligence’ 


branch of Sales and Advertising!” 


- 


“_. Intelligence... yes, yes...a great thing in the military... 
must absolutely rely on Intelligence,” continued Colonel Brickwall 
...“‘must have accurate knowledge of advances and retreats ... weak 
spots in the line .. . defections in our own or hostile forces . . . deploy- 
ments... firepower... couldn’t possibly campaign without authentic 
Intelligence . . . suppose it’s the same in any business as in mine...” 


34-J at the cut price of $7.95 
and so on—town-by-town 
and retailer-by-retailer. 

With this kind of 
information available in 
a given area, sales managers can effectively 
determine policy and direct their staffs. 
A director of adver tising can gauge the 


Li 


oo 
f4 


retailer in his entire territory. 


tact our nearest office. 


advertising effort his brand receives. Each sales- 
man is informed of the support given by every 


With an ACB report, key men can see in 
one clear, coherent picture the activities of the 
retailers in 1,393 cities that have daily papers. 

Full information on ACB’s 14 Services in 
our 48-page catalog sent on request, or con- 


New York (16) 79 Madison Ave. © Chicago (3) 18 S. Michigan Ave. 


¢ Columbus (15) 
20 South Third St. © Memphis (3) 161 Jefferson Ave. © San Francisco (5) 5! First St. 


|\Crim-Thomas Agency 
Opens in Birmingham 


Crim-Thomas Agency has open- 


ed at 212 Town House, Birming- 


ham, Ala., 


with eight accounts. 


James E. Crim and Harold F. 
| Thomas are partners in the agency. 
3 | Mr. Crim formerly headed the Bir- 

Joel Conron, formerly with Ken- | mingham office of J. Howard Alli- 
yon & Eckhardt, has joined Zlowe son & Co., Atlanta, which has been 
Co., New York, in the account serv- | absorbed by Burke Dowling Adams 
ice department where he will be Inc. Mr. Thomas formerly was ad- 
responsible for sales development vertising manager of Donovan Cof- 
fee Co., Birmingham. 


Crim-Thomas food and indus- 


trial accounts include S. T. Jerrell 
Co., Russell Mfg. Co., Jackson In- 
dustries, Bruno’s Food Stores, Gos- 
lin-Birmingham, Plantation Pat- 


terns, 


Solomon Co. and United 


Specialty & Toy Co. 
| Trading Stamps Hit $385,000,000 


Trading stamps in 1957 amount- 


ed to $385,000,000, a 10% increase 
over 1956, the March issue of Pre- 
mium Practice reports. 
| were given on $17.6 billion worth 


Stamps 


| of retail sales, almost half of which 
came from food retailers, the report 
says. The second largest stamp- 
|using category is reported as ser- 


vice stations, 


followed by drug 


stores, department stores, variety 
stores and dry cleaners. Of the 200 
trading stamp companies surveyed, 


approximately 70% 


expect the 


business to expand in 1958. 


_ABP Appoints Washington Man 


Reginald P. Mitchell, 1004 Na- 


| tional Press Bldg., Washington, has 
| been appointed Washington repre- 
| sentative of Associated Business 
| Publications, New York. Mr. Mit- 
| chell has been with the Associated 
| Press, the Washington Post and 
| was a press liaison man for the 
Department of State. Currently, he 
has his own public relations organ- 
ization. 


peceonensnenes wena 


Instant answers 
to hundreds of 
marketing 
questions... 


MARKETING 
HANDBOOK 


THE BEST of America’s 

scientific marketing methods in 
one all-inclusive reference manual. 
Gives proved recommendations on 
setting sales policy, gauging the market, 
building sound public relations, training 
and supervising salesmen. Hundreds of 
illustrations; charts, forms, and examples. 


30 SECTIONS packed with in- 
formation on market research; dis- 
tribution; industrial marketing; 
advertising media; packaging; pricing: 
service policies; public relations; sales 


organization; selling, salesmanship; ter- 
ritories; quotas; correspondence; pub- 
licity; storage, warehousing; contracts; 


etc. 226 ills., charts; 1321 pp. 


Paul H. Nystrom, Editor-in-Chief; 
Albert Wesley Frey, Staff Editor 


(1 MARKETING HANDBOOK $12 


Other famous RONALD Handbooks: 
(C) ACCOUNTANTS’ HANDBOOK, 

4th Ed. 6x9. citeses «ace uel 
C) COST ACCOUNTANTS’ HANDBOOK... 12 
() FINANCIAL HANDBOOK, 


 § § OO OE—ae 12 
() FORESTRY HANDBOOK, 6 x9 .... 15 
() MATERIALS HANDLING HANDBOOK, 

Just Published! 6 x 9 ......... 20 
() PERSONNEL HANDBOOK ......... 12 


() PRODUCTION HANDBOOK, 2nd £d., 
Just Published! 6 x 9 1 


CLIP AND MAIL AD— 


CHECK HANDBOOKS YOU WANT 


(Publisher poys postage if 
check accompanies order.) 


C) Check enclosed [) Bill Firm [) Bill Me 


THE RONALD PRESS COMPANY 


15 East 26th St.. New York 10 
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~ Gross Spoi TV Time Sales by Product Groups: 1956-'57 


(000 omitted) 
. (Advertisement) 
P Source: Television Bureau of Advertising from N. C. Rorabaugh Data 
; 1957 1956 1957 1956 
; ADVERTISING PAGES ...GAINED OR LOST | Peed & Grocery Predeete cccncwnn. $ 119683 $107,615 | Mewsateald Prraalalngs sceccscsescesesseeee $ 3865 $ 3,805 
- Pm patient Pe ee cee 38,483 34,345 | Building Material, Equipment, 
pe | Coumetics, I re 48,500 34,240 | Fixtures, Paimts ........ccc0000ssseessnee 2,857 3,422 
Amestean Guilder pci aaa 38,195 32,026 | Household, General o.com 2,793 3,075 
American Lumbermen Tobacco Products, Supplies...» 33,387 30,390 | Transportation, Travel ......cc00v:0:m»0- 2,890 2,866 
Architectural Forum Confections, Soft Drinks... 26,668 21,576 | Television, Radio, Phonograph, 
Architectural Record Household Laundry Products ................ 22,347 16,286 Musical Instruments ..................00006 1,482 2,360 
Building Products | Gasoline, Lubricants 00.0.0... 22,259 16,030 | Sporting Goods, Bicycles, Toys ............ 1,915 1,440 
Buliding Supply News | __ EEes ee ee 7,446 WA | PRION cacictsndcesrinnivicinrienciesicscesnssicns 1,148 1,366 
| House & Home a 9,745 4 1,333 1,225 
; Practical Builder ~460 BINT TEIN ssi cisincssncinevainnissensarisnsses 12,640 12,545 | Amusements, Entertainment .................. 660 560 
‘S, P ' | Clothing, Furnishings, Accessories ........ 11,295 RRR Ee ne eee ee 461 456 
Cocttinctare Household Equipment—Appliances . .... 5,610 7,735 | Garden Supplies & Equipment ............ 606 413 
ae Watches, Jewelry, Cameras lestelcbuaaiiisaiéa 6,334 7,066 | Hotels, Resorts, Restaurants .................. 357 290 
| Household Cleaners, Cleansers, Stationery, Office Equipment .............. 378 239 
| Polishes, WaxeS ......c.:scsscsesssseesssseeeen 9,376 6,863 | Miscellame@ous ..........csssessseesseecnsnnnens 6,301 4,583 
Household Paper Products .................... 4,968 5,329 TEE | ienasvebisilietawascsichetinahunicieaseiinthiods $ 448,734 $ 397,606 
DR ION: scanciittnssacticesasiiismadtinnons 4,744 4,658 


a te: 


Gross Network 
TV Time Sales 


By Product Groups, 
1956-57 


(000 omitted) 


Source: Publishers 
Information Bureau 


‘‘Let’s 
get 
together 


1957 1956 
een $ 96,629 $ 89,055 
= SI siicstincindscesnens 102,268 85,572 
q IED sinnpintscssnninniniaintis 68,376 60,559 
Be Automotive .........cccc0. 53,018 56,730 
5 | Smoking Materials .... 49,085 40,747 
Drugs esccldiahhtindiiiilaaes 46,353 39,428 
H hold Equi t 19,838 34,526 
Radios, TV Sets .. seabed 4,377 11,470 
Industrial Materials... 13,482 11,245 
Candy, Soft Drinks .... 7,581 8,742 
@ | Beer, Wine .................. 8,071 7,680 
F Jewelry, Cameras ..... 7,774 6,383 
NII ico cscscccouaee 6,920 4,924 
> Gasoline, Oils ............ 2,861 4,198 
Office Equipment ...... 3,814 4,154 
SMIIINIED victllansspcteteveseueis 3,662 3,489 
Miscellaneous .............. 5,386 3,278 
Building Materials ...... 3,572 3,267 
Household Furnishings 3,038 3,039 
| Ee — 2,656 
Consumer Services .... 4,837 2,601 
Publishing, Medio ...... 2,035 2,047 
Sporting Goods, Toys 1,225 938 
Travel & Resorts ........ 1,775 650 
Agriculture occ » —- 499 
Horticulture _............ 102 211 
Entertainment ........... WI 84 
Freight, @06. ....ccccc00s. 10 — 
i eee $516,202 $488,168 


| Chemical Corn Bank Drive 
Built Around Symbol 

Chemical Corn Exchange Bank, 
|New York, has begun, a multi- 
|}media campaign built around a 
| gold medal symbol, described as 
| “an entirely new concept in the 
| merchandising of banking serv- 
|ices.”” Pages in local dailies March 


3 announced the “Chemical gold 
|medal services,” for example, a 
gold medal 3% savings account, 


| gold medal checking accounts, and 


lI th ' aa | So on. 
can se e mos 1] Radio, tv, transportation cards, 


lobby, window and wall displays 
and direct mail will be used. Bank 
employes will wear buttons pledg- 
| ing gold medal service. The agency 


Sales under par? Then advertise in the Times-Star! Now, the Cincinnati | is Doremus & Co. 
Times-Star has raced ahead of the Post to the number one evening posi- EWRR Promotes Rooney 

tion in vital Hamilton County ...the important City Zone . . . and the | John E. Rooney has been ap- 
golden Tri-County Metropolitan Area—where strength counts the most! \the ‘Philadelphia office of Erwin 
That’s why in Cincinnati, he newspaper with the greatest number of oe mato & — for 
display ads i 1S the eee Geare-Marston prior to its merger 


TIMES-STAR _— EWRR. 


Bell & Howell Names Whiting 


Francis D. Whiting has been ap- 

Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star, pointed to the new post of manager 

Cincinnati, Ohio @ O'Mara & Ormsbee, re New rome Re Detroit, Los Angeles, San Francisco of marketing of Bell & Howell 

° McAskill Herman y, Miami Beach. |Phillipsburg Co., Phillipsburg, 
A. B. ©. 8ft0/ar |N. J., New Jersey subsidiary of 


Bell & Howell. He formerly was vp 
of Workman Service Inc., Chicago. 
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OUTDOOR ADVERTISING 
GRAND AWARD WINNERS 


The 26th Annual Poster Competition Sponsored By The Art Directors Club of Chicago 


va 


more ideas for homebuilders FIRST GRAND MEDAL AWARD 


THE CHICAGO TRIBUNE 


Foote, Cone & Belding, Agency 
Ed Renfro, Artist 


Jules Beskin, Art Director 
TH 7 CH ICAGO Kubin-Nicholson Corp., Lithographer 
SUNDAY TRIBUNE 


SECOND GRAND MEDAL AWARD 
FOUR ROSES DISTILLERS COMPANY 


Young & Rubicam, Inc., Agency 

Anton Bruehl, Photographer 

Arthur Cady, Art Director 
MacNaughton Litho. Co., Lithographer 


THIRD GRAND MEDAL AWARD 
FORD MOTOR COMPANY 

J. Walter Thompson Co., Agency 
Scott Johnson, Artist 

George Booth, Art Director 
Spurgeon Tucker, Inc., Lithographer 


OUTDOOR ADVERTISING INCORPORATED OAI!I 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA + BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
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THE UNIT STATES 


The richest 8 of the 48! These are the Unit States of America—a 
market united by nature and geography, with more spendable in- 
come per household than any other farm or urban marketing unit. 


A new study of farm media conducted by the market research 
division of McCann-Erickson, Inc., from which the charts at the 
right were taken, shows you how completely this market can be 
delivered to you through one medium. 


No other medium—no other practical combination of media— 
has so much to offer advertisers of the hundreds of items big 
income farmers use in modern farm and home operation. The 
reason? Localized Midwest Unit Farm Papers enjoy readership 
loyalty that makes them as vital to farming as the tractor, as 
local as the north 80. The articles of 33 full-time editors work hard 
for local interests, make advertising associated with them work 
just as hard. 


Discover for yourself the sales potential the Unit States have 
for your product. Write for the new McCann-Erickson farm media 
study to help you analyze the “richest 8 of the 48’’—you’ll be 
convinced that the indispensable medium in the Unit States is 
the Unit—one order, one plate at a substantial savings in rates. 


OF AMERICA 


One market —indispensable... where 
annual farm income is $9.5 billion... 
and 8 out of 10 farm families are sold 
through ONE MEDIUM! 


TWO CHARTS FROM SURVEY BY McCANN-ERICKSON, INC. 


What farm magazines and farm papers 
do you and your family receive regularly? 


(Coverage of 
PUBLICATION NUMBER 4726 Farms) 
Midwest Farm Paper Unit 3905 82.6 
Farm Journal 3246 68.7 
Successful Farming 2927 61.9 
Capper’'s Farmer 2128 45.0 


Among the farm publications you have listed, which 
single one do you and your family find most helpful? 


PREFERRED %, 
PUBLICATION NUMBER (4726) 
Midwest Farm Paper Unit 2143 45.3 
Farm Journal 1116 23.6 
Successful Farming 837 17.7 
Capper’s Farmer 198 4.2 


ADDRESS: MIDWEST FARM PAPER UNIT. Sales offices at: 35 E. Wacker Drive, Chicago 1 .. . 250 Park Avenue. 
. 159 S. Vermont Avenue, Los Angeles 4. 


New York 17, New York... 110 Sutter Street, San Francisco. . 


ADVERTISE MOST WHERE FARMING {8S BIG BUSINESS...AND GOOD LIVING 
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Even / know that ... 
only THE ATLANTIC CITY Press 
covers SOUTHERN New Jersey / 


pt 


SP 


You don’t have to be a Supreme Commander to know that! The Press 
not only covers 80% of the families in Atlantic Ciy itself, but also 
provides the best coverage of the Southern New Jersey market— 
Atlantic, Cape May, and Cumberland Counties, each covered daily by 
separate local editions. This coverage is growing more intensive— 
circulation is up 13%. 

To get your share of Southern New Jersey’s annual $109 million food 
sales, get off your horse and put the Atlantic City Press on your 


Atlantic City Press 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


Pollock Agency Hits 
Teamsters with New 
$50,000 Damage Suit 


SEATTLE, March 4—David Pol- 
lock, head of the agency bearing his 
name, filed suit in superior court 
here last week against the Team- 
| sters’ Union, charging that because 
‘the Pollock agency handled adver- 
tising for right-to-work legislation 
which the teamsters opposed, the 
teamsters brought pressure on one 
of Mr. Pollock’s accounts and forced 
dismissal of the agency. 
| The account was that of the 
Pommerele Co., producer and 
marketer of Pommerelle wines. 
The company has labor contracts 
| with the teamsters. The Pollock 
agency had handled the account for 
/nearly three years prior to its dis- 
missal in April, 1956. Mr. Pollock 
sued for $50,000 in damages. 
| In 1956 Mr. Pollock served as ad- 
| vertising and public relations coun- 
sel for the Washington right-to- 
work committee, sponsor of an ini- 


Farmacia Franco Inglesa in Buenos Aires is the 
world’s largest ethical pharmaceutical house. It is 
one of many enterprises of Argentina’s famous 


4 r vr 
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PERFUMERIA 


“| Dr. Pablo P. Bardin, co-head of Bardin Enterprises, says: 


“I’ve been a TIME reader since the first issue of 
TIME’s Latin American edition appeared in Argen- 
tina. Even during the period of suppression of the 
free press here, copies of TIME were smuggled in, 
read, then cautiously passed along from hand to 
hand like treasures. 


“Today my friends and business associates all re- 
ceive TIME easily and quickly. We value it highly, 
not only for its reporting of Latin American and 
world news, but for what we learn from its adver- 
tising pages.” 


Bardin family, which also has extensive interests in 
the chemical, mining and building industries with 
independent selling facilities throughout Argentina. 
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On the first line of selling in Latin America 


.. the First Magazine is TIME Latin American 


AMERICAN 
EDITION 


TIME is the favorite magazine of Latin America’s most influential people. 


Advertising Age, March 10, 1958 


| tiative petition for a state right-to- 
work law. 


# The current suit is an outgrowth 
of one that Mr. Pollock filed earlier 
which came to trial in January. 
Midway through the trial Mr. Pol- 
lock’s counsel obtained a voluntary 
non-suit in order that a new suit 
might be brought that would name 
additional defendants. 

The new defendants are the 
Western Conference of Teamsters, 
the International Teamsters’ Un- 
ions, and Howard Sylvester, iden- 
tified as the man employed by the 
Western Conference acting for it- 
self and the International Union to 
fight the proposed right-to-work 
legislation. The new suit also 
names as defendants Teamsters 
Joint Council 28 (Washington 
State) and George Cavano, alias 
Nugent LaPoma, identified as a 
teamster official who negotiated 
labor contracts on behalf of local 
unions affiliated with Joint Coun- 
cil 28. 

Mr. Pollack’s new suit follows 
closely the testimony developed 
during two days of trial of the 
original suit. Specifically, the new 
suit charges that Mr. Sylvester 
went to Spokane early in 1956 and 
“caused one or more labor unions 
in the area to boycott or threaten 
| boycott of the purchase of Pom- 
|/merelle products because of plain- 
tiff’s employment by said compa- 
|ny.” It is also charged that Mr. 
Sylvester urged Pommerelle offi- 
| cials to terminate the Pollock agen- 


cy’s services. 


# Mr. Pollock claims that he not 
only lost this account but “has been 
unable to obtain one or more other 
clients because of their fear of la- 
bor union retaliation.” 
| The right-to-work initiative for 
which Mr. Pollock continued to act 
as advertising and public relations 
| counsel in 1956, was defeated on the 
ballot in November of that year. 
Currently, 90,000 signatures are 
being sought for a new right-to- 
work proposal that would go on the 
ballot in November, 1958. Mr. Pol- 
lock is handling the promotion in 
| this effort. + 


‘AOPA Pilot’ Bows as 
Monthly in March 

The AOPA Pilot, official publi- 

cation of the Aircraft Owners & 
Pilots Assn., Washington, a stand- 
ard-size monthly, makes its first 
appearance with the March issue, 
with guaranteed circulation of 70,- 
000. Base advertising rate is $700. 
The new publication, which ex- 
pects to apply for Audit Bureau of 
Circulations membership as soon 
as possible, will be sent to each 
/member of the association as one 
of the regular benefits of member- 
ship, and to non-members at $8 a 
year in the U.S. and Pan American 
Union countries. Fred A. Hamlin, 
formerly with Ziff-Davis Publish- 
ing Co., is advertising manager, 
and Max Karant, editor. 

The Pilot describes itself in its 
first issue as a major business 
venture on the part of the associa- 
tion and says it will concern itself 
primarily with matters pertaining 
to general civil aviation. 


_Cary-Hill Opens in Waterloo 

Cary-Hill Advertising, Des 
Moines, Ia., has opened a branch 
office at 400 W. Mulian Ave., Wa- 
terloo, Ia. Virgil D. Clark and R. L. 
Langlas will head the office. Mr. 
Clark has been with the agency for 
one year. Mr. Langlas formerly 
was advertising and sales promo- 
tion manager of Alstadt & Langlas 
Baking Co. 


Agency Adds Department 

John W. Hendricks, formerly a 
copywriter at Lindsey & Co., Rich- 
mond, has joined McCurry, Hend- 
erson & Enright, Norfolk, Va., as 
copy director of the agency’s new 
creative department. Dexter Miller 
has been named creative art direc- 
tor of the department. 


Ramee ee em Sa og ne ia a 8 ea al Rs ere Nae NE a FUR) Sin. Se er, oS A no eee Becta A tg mae co ee i el ae a ae er, 5 ok 
Fe i ee ee ee a ee Rr eS 
Ae ge Ser es eee ee ; Pas a “ é ae 3 ea lip avec a! se ae eae — ee = ice ee, ae ih gu): rae" fe SE SG RRS ete A ee gM a . —- sli 
i ae eS eee eee | ee met gt ee a Se ee 
eee a a age hk ee ee eC i i es et Re a ae 
-— , 
ie 
vt 32 ee 
jt : ee 
BA aye s . +} : 
¢ a } s . f 
: oC OE . aj 
- ? CAG \ ¥@ (j x 
my L9G) 58) 
ie KO 
3 Qe: * 
os St | 
so * } 
nm rie 
i \ 
a y ; 
F 7 
a — 
a ~~ = 
er g y 4 |. / 
Re > sn \ 
be $ ~ se 
eo 
- e a a n 
to \) ii 
a rs 
ns /} \ ie 
fi 
a 
"J | | —car - <= ene 5 }—— » 
{ | a ‘ = ee f i; “| — | | 3 
Jibte’ 7 ' F os | “4 { | ° q : at ) 
ie HY ‘ i ! _ ae —, 
Ps ~ || ae | 5 aeiom tT 6! a 
sale 1) ’ oh , } ' / } (ra " ' zi] qT : pe BR: os “a 4 ry oo , : eS 
= | § Rae |Z) a )h(ast rr 
A oe ry . | \ | /< me i ae ee. on Phys WAN 
a ‘ | f r ~- \f j ? “Ss Bere eal, Oe A da Aly Fe 
pe - \ Lal i j \ h , a D> ee de f * <2 w 4 | 
a a f Se wo fae | if “5 ; Nasees af?! :. 
nz ~~ - ue a a < — . _ 5 ae % 
‘a nr? _ ‘ —— eel = — ; 4 a — 
ary ee es * 7 a _— 
a %_. g* a = ‘ * 
| 1 Di | WW 
7 _ =) Fee — — ———_ Ss 1 a 
woe Bt a5 to Te cee “ay i, ns . Sa ae ‘a Gh. a 
me - i a y ry f, eS ei a ag - ; , 8 " re : ~ \ ; a ¥ a q * v 4 ) rae ‘ 
hoe Pd “NY fa -* ——ief :. ne:  ) Hes ‘i he ee =e | ee ‘eo ee 
Pied a Cie . os a eae Tee — | & iY Bs. a sae fo | 
x hal | i] NY 7 Saaallae <n “® we Ae | > i es a gam ates” Gee es - 
rz a ; oe) (| | ai) iE ay EE en 8 8 
: fa | H os . See a : mane en; & -- 5 see eS 
a se —— | eee |) | i i fee 
Pi. wr “a Pa. ee ‘ + igi aad iE os oe Py Bray ¥ 
Sea 3 “da i e “he : f ae Bias 7 | ‘; f rz te, Xo 1 = Ps ee da > \ 
? é j i ; r ” ‘ ang J Beene 
| ‘ a j y ~sg a giles ¥ ; 4 (ae ae -" = 
- \ a & — Z : Bite, geaaae oe ks ee | 
fh ay \ A , i oe y jie ; : = vies Pitta po i ae ae 
oma : Pe: \ ' tay zi § ' Aen d j « _ ee. og a 
she P oe ~ * tig ae | ae anes ey F a 
ete | ce 4 Ay | , ee wi ¢ ea 2, a Sa 
"Sas : " tf . a q ° ; m" © es | ee wt! ee silat” c= 
— , > ih wa wl ant fae ss 
it . a (jhe ier. fa hh 
ca ' os A : 2 wn. by “¢ 4 . ee eS Sel 7 : 
os ’ ; : 4 - 2 ee ’ eS oo ae AS 
a ¥ : A d hy o t } 5. 4 A <2 & me ap <, xs ‘ 
4 Eg t . « — . - " > ve « r ae ae  , i. Se = <a 
pas wal ‘a: I yy (ha yy | 4 VP LPF * = Ee ps =e oa mn Z 
wg ) rs é : .’ { f 2 y 4) } wi , e's eF BG af <2 ; 
: if ~E.3- oc ae ee . 3" 
oa 4! \ ! : > : . 43 it aur 3 oe | _* ae a 4 la 
, oT weet ate as = Cf 
es Se. & wy] 4 \ 4 Bez tiv tee 
bes ths > 1, boot @ i ee le ee ee L 
tite ia =<" iz P ‘ * ~ sib a +e eat ee eee = -~~ : 
yar . + BA Z c, je s P orn eres Fs Aa 
Pe o * ‘ j " — fs | od - \ Pe” seme AT eee a» 
abs h share t 2 a Le ~ | ; : 4 ne pigs ee a sie iF om - 
sa ‘ > . t ay me 4 — ' 3. Gye ETE 
oe > \ _ ~~" ~ : * Prk a Sa - aiepe 
io , = <" {ee > eee 
ee - ———eVEe oa ~~ ‘ a, re * ll i 
Bet =~ . . : , 43 : : ee ee 
ei | ; 2 %. mye ake oe 9 ~ ts Cad i. Se — * ud YI ’ 
the ames ee AQ EE ree a 42 4 
Pigs 
- * . Pa 
ae Lae. << 
ze mm | 
oe 5 . , mo et come 
a a — @) 
a — Sos . LATIN 
atin 7 a’ ‘ st "eS / 
Bey { > ». —— a "7 1 oe 
> ; v } 
; mes, ~" Bs, Tuyango 
a4 & ot 
aes ; 5 Bei . ; ‘ 
% 6 3 ee Es Maleci eS 3 Sart ae = é egbaes ire : ee i he ah : : 
ooh “oa eae = oh ee eee ees oes eee <a ae , ; 
; ‘ ; ee He ge ‘aaron a = we _ “1ehiien wate: Sage es ite ere ; ae ‘ 
oe ee Se, ee ee ee : (8 Ne ceca 


The Bulletin publishes the largest amount of 


RADE color aivertising in Phitadelphi 


¥ 


The Evening and Sunday Bulletin—winner of two first prizes in the 2nd Annual Newspaper Color Conference—provides 


advertisers additional selling power in the giant 14-county Greater Philadelphia market. 


With some of the world’s most modern color equipment, The Bulletin gives product messages increased vitality and 


greater realism. And you can get the added impact of R.O.P. spot and full color in The Bulletin—Evening and Sunday. 


The Bulletin goes home... delivers more copies to Greater 


Philadelphia families every seven days than any other newspaper. ; 


Advertising Offices: Philadelphia * New York * Chicago. Representatives: Sawyer Ferguson Walker Company, Detroit 
Atlanta * Los Angeles * San Francisco * Seattle. Florida Resorts: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN : 
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than any other newspaper! 


FACT! The latest Chicago Daily 
Newspaper Coverage and Duplica- 
tion Study proves that more people in 
Chicago under 45 read the Sun-Times 
than any other Chicago paper. These 
Sun-Times readers are the parents of 
the large families — dependent chil- 
dren still living at home. They are the 
buyingest people...the ones you 
must reach to sell your products big! 

This alert and active young market 
prefers the new Sun-Times because it 
is the newspaper where great things 
are happening! Now doing business in 
the world’s most modern newspaper 
plant, Sun-Timesmen have the very 
finest facilities for presenting fast, 
accurate, interesting coverage of the 


news — all the news! 


-Times 


WHERE GREAT THINGS ARE HAPPENING! 


-limes Sells the 
Buy the Most! 


Two of the many outstanding 


personalities who help make the 


Sun-Times a Chicago favorite 


“Your Problems,”’ Ann Landers’ wise and 
witty personal advice column is read 
avidly every day by hundreds of thou- 
sands of Chicagoans. 


zi 


Red Smith's timely, accurate and always 
entertaining sports column appears daily 
in the Sun-Times —is the most widely 
quoted by Chicagoland sports fans. 


A look behind the scenes at the 


world’s most modern facilities! 


These new high-speed presses offer the 
greatest possible flexibility in full-color 
printing throughout the paper. They are 
the only newspaper presses in Chicago 
capable of this versatility. They can pro- 
duce 128-page newspapers at the rate 
of 52,000 an hour. 


Shown here is the Sun-Times’ ingenious 
new Letter-fax, a newly developed elec- 
tric eye device for super-fast transmis- 
sion of last-minute city news to the paper. 
This — and many other innovations — 
makes the Sun-Times one of the world’s 
most efficient newspapers. 
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Indiana Standard Elects 
Prior, Swearingen 

The board of Standard Oil Co. 
(Indiana) has elected “rank O. 
Prior chairman and chic -sxecutive 
officer and John E. Swearingen 
president, effective March 19, upon 
the retirement of Robert E. Wilson, 
chairman for 13 years. Mr. Prior 
has been president since 1955; Mr. 
Swearingen has been exec vp since 
1956. 

Mr. Wilson plans to travel and 


to devote additional time to his| 


| beer and Lord Camden ale, is in- 


| brewed 


work on the advisory committee to; sive advertising in Spanish-lan- | 
the Atomic Energy Commission! guage newspapers in New York. 
and to his directorates and trustee- Radio spots will also be used in 
ships in various organizations. Eastern Seaboard areas that fea- | 
ture programs aimed at Latin- 
American audiences. Nemarow Ad- 
vertising Agency, Vineland, N. J., 
is handling the campaign. 


Camden Introduces Bohio, 
Beer for Spanish Speaking 
Camden County Beverage Co., 
Camden, N. J., brewer of Camden Bane joins True Stery Grown 
Robert E. Kane, formerly of 
N. W. Ayer & Son, has joined the) 
eastern sales staff of True Story 
Women’s Group, New York. 


troducing a new beer called Bohio, 
specially for Spanish- 
speaking residents in greater New | 
York. It will be backed by exten- 


This is an issue 


54,257 CIRCULATION 


The Institute of Radio Engineers 


served its industry! 


History Making Issues: 


TRANSISTORS 


In November 1952 Proceedings of the IRE devoted an 
entire issue to 52 articles on Transistors from their his- 
toric background to the most advancec research on the 
subject. Soon this edition became a collectors’ item for 
radio men . . . so scarce were the available copies. 


TRANSISTORS—JUNE 1958 


This year will see a new Transistor |ssue—up-to-date and 
again available—another of IRE's History Making Issues. 
Advertising in it will get exceptional attention, long life 
as well as be seen and associated with radio electronic 
progress. 


Proceedings of the IRE | 


— THE INSTITUTE OP RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. * MU 2-6606 
Chicago + Cleveland + los Angeles + San Francisco 


= , 
YOU MIGHT WATER SKI 4100 MILES - 


BUT «++ YOU NEED WKZO RADIO 


TO COME OUT ON TOP 
IN KALAMAZOO-GRAND RAPIDS 


6-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA—MARCH 1957 
SHARE OF AUDIENCE—MONDAY-FRIDAY 


AND GREATER WESTERN MICHIGAN! 


Here’s how to set sales records in Kalamazoo-Grand Rapids 


and Greater Western Michigan! Reach and hold the biggest | 


share of the radio audience with WKZO. Pulse figures at the | 


WKZO | Station “B” | Station “C left prove that WKZO delivers it—morning, afternoon and 
6 A.M.-12 NOON 35 20 9 night! 
12 NOON-6 P.M. 30 21 10 Many of the most impressive ratings are for WKZO local | 
6P.M-12 MIDNIGHT) 29 21 10 shows—with several giving up to 41% Share of Audience- 


-W- 
ol *m , 
~ 


Associa 


~ he Fetyer Hations 


WKZO.TY — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN.TY — LINCOLN, NEBRASKA 


ted with 
WMBD RADIO — PEORIA, ILLINOIS 


or over twice the share of the nearest competition! 


Want more facts? Ask your Avery-Knodel man! 


WKZO 


CBS Radio for Kalamazoo-Battle Creek 
and Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


*Lyle Lee, Galatia, Illinois, set this record in 1955. 


Advertising Age, March 10, 1958 


Getting Personal 


Walther Buchen, who recently retired from the Chicago agency 
he founded—The Buchen Co.—has a new grandchild named Lucy 
Head Buchen. She’s the daughter of the Buchens’ son, Walther Head 
Buchen... 

Donald D. Murphy, who operates his own ad agency in San Fran- 
cisco, has been named chairman of the San Francisco Bay Area 
Council public relations committee. Mr. Murphy is a past president 
of the Oakland Advertising Club... 

Charles Brodersen, head of the outdoor advertising department 
at Gardner Advertising Co., St. Louis, sponsored a Naegele Outdoor 
Advertising Co. poster to announce the arrival of Kimberly Ann— 
with a welcome to St. Louis... 


ANNIVERSARY—Robert W. Rylander (right), vp and treasurer of The 
Rylander Co., Chicago direct mail company, presents a 30-year serv- 
ice pin to his brother Roy (left), president, with George Schmitt, 
vp and secretary—also wearing the honor pin—looking on. The 
occasion was the company’s 30th anniversary banquet. 


Arthur B. Langlie, McCall Corp. president, is chairman of the pub- 
lishing group of the New York chapter’s ’58 Red Cross campaign . . . 
Three citations for community service were awarded by the Apple- 
ton, Wis., Community Fund to the Brady Co. agency. Robert V. 
O’Brien, exec vp, was cited as the chairman of the fund’s “Fair 
Share” plan; Richard Baker, vp and pr director, for the campaign 
pledge card; Alan Hoppe, an assistant account exec, for campaign 
theme origination. The Appleton Fund drive raised $123,000, the 
highest figure in the city’s history ... 

Elzey M. Roberts Jr., president of KXOK, is general chairman of 
the 1958 Gridiron Dinner sponsored by the Advertising Club of 
St. Louis. Mr. Roberts, a past president of the club, succeeds Louis J. 
Hoffman of the St. Louis Globe-Democrat advertising staff... 

James A. Linen, publisher of Time, has been elected chairman of 
the board of trustees of Adelphi College... 


ON TOUR—John D. Montgomery, editor and publisher of the Daily 

Journal, Junction City, Kan., and his wife are shown on the takeoff 

for an air trip to South America and islands of the West Indies. Mr. 

Montgomery is also editor and publisher of the English language 
Brazil Herald, Rio de Janeiro. 


Wallace Patterson, veteran member of the Chicago staff of Farm 
Journal, has been elected a life member of the Agate Club, maga- 
zine representatives’ association of Chicago... 

Carl Storey, head of Bozell & Jacobs operations in Houston, has 
just returned from his honeymoon with wife Eleanor... 

J. C. Council, president and publisher of the Morning Tribune, 
Tampa, Fla., was named the city’s outstanding citizen for 1957 at 
the annual Governor’s Day luncheon there, Feb. 11. The award is 
given by the Tampa Civitan Club... 

Gene Kelly, sportscaster on WIP radio, Philadelphia, figures he 
has an in with the weatherman. He and his wife Jean Ashby became 
the parents of a 9 lb., 1-oz. daughter, Emily Cordelia, just minutes 
before the big snow hit in Philadelphia on Feb. 15... 

James W. Spalding, vp of F. W. Prelle Co., Hartford agency, has 
been named co-chairman of the May 16-18 Horse Show and Country 
Fair, to be sponsored by the Children’s Services of Connecticut. . . 
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The Chronicle led ALL papers in 
Advertising and Circulation gains! 


In Advertising: 


The Chronicle gained more lines than 
any other San Francisco newspaper! 


In Total Advertising 1957 vs. 1956 


CHRONICLE GAIN 201,163 
Call-Bulletin GAIN 115,857 
News LOSS 599,984 
Examiner LOSS 1,139,219 


In Display Advertising 1957 vs. 1956 


CHRONICLE GAIN 43,282 
Call-Bulletin GAIN = 20,194 
News LOSS 476,595 
Examiner LOSS 657,885 


In Daily circulation: 


Source: Media Records 
Minus Legal Advertising 


The Chronicle gain balanced the gains of all 
other San Francisco Newspapers combined! 


CHRONICLE 
GAINED 
10,645 


Examiner + 8,093 


TOTAL GAIN—10,645 


TOTAL GAIN—10,682 


In Sunday Circulation: 


The Chronicle gained 7,026, The Examiner lost 12,788 


Represented by Sawyer Ferguson Walker 


Source: Audit Bureau of Circulations Publishers Statement 
for 6 months ending September 30, 1957 
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| Mean Advertising! 
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The marketing newspaper for food and grocery manufacturers 


FOOD FIELD REPORTER 


708 Third Avenue * New York, N.Y. 


The millions of carloads of food and 
grocery products shipped in 1957 were 
backed by an estimated $1% billion 

in consumer media. This year, food 
advertising is heading even higher — at 
the same time that automotive, hard 
goods and fashion expenditures are 
expected to dip. Here's a rich, dependable 
market worth concentrating on! For 

best results, use the one great publication 
that delivers mile-deep executive 
penetration in 95% of those advertising 
firms spending over $20,000 annually. 
Use Food Field Reporter throughout 1958. 


Advertising Age, March 10, 1958 


Europe's Transition to Common Market Poses 
Many Marketing Problems, Exporters Told 


Cuicaco, March 4—While the 
|} emergence of the European com- 
mon market portends many 
| changes and challenges to the 
American exporter, his most diffi- 
cult problem is the immediate one 
|of maintaining foreign sales vol- 
ume during the decade of transition 
|just ahead, according to Rowland 
Burnstan, president of Borg-War- 
ner International Corp. 
| In a talk before the 21st annual 
| Chicago World Trade Conference, 
Mr. Burnstan said that it would 


not be safe for American companies | 


marketing in Europe to abruptly 
abandon old methods of market 
analysis or selling. However, he 
said, they must get into a position 
where they can change rapidly to 
new situations as they develop. 

The quandary, he indicated, is 
that of maintaining market posi- 
tion in the face of the following sig- 
nificant variables: (1) The speed 


*1957 Sales Management Survey of Buying Power. 
**75,000-and-over population 
#U.S. Census. 


When 


you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 
—and 


The Erie Times evening 


The Erie News morning 


The Erie Times-News suncoy 


For the latest market and media data, call The Katz Agency, Inc. 


at which the ECM becomes fully 
|operable; (2) the attitude ECM 
| will take toward U.S. goods, and 
| (3) the marketing patterns that 
| will evolve for U.S. goods as a re- 
sult of the first two factors. 

| s Marketing in Europe in any 
|event is a delicate proposition, Mr. 
| Burnstan said, because of the high- 
ly developed reaction there to ad- 
vertising and sales promotion. He 
| suggested that “generally, it is bet- 
ter to work closely with the foreign 
distributors, who have a much 
more sensitive reaction to the ef- 
fect of various devices upon their 
|own local markets.” 

About advertising he said: “If 
the volume of sales warrants it, it 
is desirable to obtain the services of 
an ad agency or expert in the par- 
| ticular foreign field concerned .. . 
Much money has been wasted by 
all of us in attempting to penetrate 
foreign markets with advertising 
and promotional techniques that 
have been tried and tested at home. 
Some of them work,” he said, “but 
a great mariy do not.” 

One marketing change that has 
already taken place among Ameri- 
can exporters, he said, has been a 
trend away from putting all con- 
sumer product export work in the 
hands of export houses and special- 
ists in favor of creating export de- 
partments within the manufactur- 
ing companies. The inability of 
| the old pattern to handle anticipat- 
ed volume and product assortment, 
|he said, indicates this trend will 
continue. 


| 


= In another speech, Eldridge 
| Haynes, president and publisher of 
| Business International, New York, 

warned that the attitude ECM 
'takes toward U.S. goods rests very 
|largely on the U.S.’ own stand on 
| reciprocal trade agreements. 

“If Europe finds it increasingly 
difficult to market goods in the dol- 
lar area,” he said, “it is certain to 
| make other arrangements, includ- 
ing retaliation against U.S. goods.” 

The conference was sponsored by 
the Chicago Assn. of Commerce & 
Industry and the Export Managers 
Club of Chicago. + 


Schenley Buys Interest 
in Nuclear Research Company 

Schenley Industries is entering 
the atomic energy field. Schenley, 
which is a major producer of al- 
coholic beverages, ethical and pro- 
prietary pharmaceuticals, toiletries, 
dyes, cooperage and farm feeds, has 
acquired a substantial stock inter- 
est in Radiation Applications Inc., 
New York. 

The latter company, known as 
RAI, is active in the fields of atom- 
ic energy, chemicals, metallurgy 
and aerosol technology. It does con- 
sulting and research and develop- 
ment work for industrial compa- 
nies, for the Atomic Energy 
Commission and other government 
agencies. Hugh J. Casey, secretary 
of Schenley, and Dr. Bruno Puet- 
zer, director of research, Schenley 
Labs Pharmaceuticals, will join the 
RAI board of directors. 


1957 Sees Loss in Dailies 

Seven dailies in the U. S. and 
four in Canada were started during 
1957, the American Newspaper 
Publishers Assn. reports. 12 U. S. 
dailies suspended publication, 
merged or went weekly or semi- 
weekly; three Canadian dailies sus- 


|pended publication last year, ac- 


cording to the association. 


Two Join Anderson & Cairns 
Thomas C. Elliot, formerly with 
Young & Rubicam, has joined An- 
derson & Cairns, New York, as 
manager of the traffic department. 
M. William Friis, previously with 
Mel Adams & Associates, has 
joined A&C’s public relations de- 
partment. 
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A NEW SERVICE! 


S 
oo 
* 
@ Shown here is one example 
@ of the extra selling power 
@ available to you because of 
@ our gravure printing and 
os sharp, localized editing. 
e (THIS is more fully illustrat- 
° ed in the booklet offered be- 
e low along with other localized 
selling techniques.) The use 
e of attention-pulling local ac- 
e tion photos is just one phase 
© of STRAIGHT-LINE Ad- 
* vertising. We will arrange for 
® action photos of your prod- 
® uct in use in Ohio, with brief 
@ testimonial if desired. The 
@ pictures can be stripped into 
@ your advertising quickly at 
@ no extra mechanical cost. No 
@ bother about a plate because 
@ of our gravure printing. Here 
* is sharp, new advertising im- 
* pact without straining your 
e budget! 
a 
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being used in the rea eooeeese 


our product 


Use STRAIGHT-LINE Advertising 


to sell 


STRAIGHT-LINE Editing gives you the background of 
“service readership’’ — Edited by Ohioans for Ohio 
farm conditions and problems. All articles are timely 
and fresh, reach readers twice each month with up- 
to-date farm know-how. Sparks and serves the inter- 
ests of Ohio Farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies the direct channel 
to an active market — In The Ohio Farmer, your 
advertising gets preferred attention in 4 out of 5 Ohio 
farm homes. And, when Ohio farmers are well sold, 
they can buy! Income is big and steady — year 
‘round. Ohio is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely selling information can be supplied by our able 


more 


staff members who talk regularly with “your local offices. 
A helpful advertising supplement to your own field in- 
formation, 


Plus No. 2 — Local Action Photos and Testimonials (il- 
lustrated top of this ad). 


Plus No. 3 — Local Prices or Terms or Down Payments. 
Nothing helps close a sale like the facts that tell a farmer 
how he may buy. We can strip in your Ohio prices and 
selling data — no cost for a plate. 


Plus No. 4— Local Source of Supply and Information. 
We can insert the names of your Ohio distributors, dealers 
or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. We can insert the 
name of your Ohio sales offices for fast selling action. 


der’s own ared «++ +". 
eee a 


Send for this booklet — a full story on ‘‘STRAIGHT-LINE Advertising.” 


You may find a timely answer for a welcome lift in your advertising and sales in Ohio. 
You'll want to have this valuable reference on the real advantages of our gravure printing 
flexibility which makes possible STRAIGHT-LINE Advertising. Here is new penetration 
with localized advertising, test campaigns, full color. All at great savings. Write! 


1010 Rockwell Ave., 
STRAIGHT-LINE Advertising Service available also in PENNSYLVANIA FARMER and MICHIGAN FARMER 


Cleveland 14, Ohio 


ae 


i Eon ee ee oe Om. a: Sa 
ee i ee fds aN Stet a ae ee re ee i hn cS alle ._ — 2 eee ee 
ss lea eet oe 2 Nea eI cab ete Sine ace A ee [oe ee eats ft ie ) po i ee Se lS > eee ys 
fe atin CUD a Oe at Te Bae re ae opti: ree. PG: ie > a re cs, OL ee eee | See 
Eas So a ; a ie i ie hs oe ee -_ ae) ae eae: aaa SR Sy eee aa: ah ee, >) eh aie E 
: Lo ig ae paints eee ae oi SS ameter fat eae So gage ie ae oe eh 5 te is em PE so. i eR os pee: > eae Bee ei | ale a 
se Oe. ti eee. lee een «| Vee : Te ES ey eae Mame eliiry casei ss 2G oe en a J 
ee ee spe — a See eee a sony Og ae : Be ae oe pace ee ie et gc sty a ete: fae ook es een peo ate : ; a oe ee ioe ys" é 
3 ‘ + . _ py ee as oe Nin et nea aN ge ie as pee nape ee c=) aa ving ee Re oe ee aged e cc. aes 5a. oe a 
RRR REET TE am ete SA — ame, f ag ft ee Bt, = 5 oe Be ie oS a CS a praaiiy cit . Yuryleciey ear, co ee aa ge eee oan 
: - eee . : I ae 2 f Ge ee) ren Pee aki ee i ER 2 ee oe ce 
3 i ; Ss ie) 
Se 
*4 * 
Bey 
"quid 
« * =}! 
ahaa : . — 
SS ex ¥ “ft ge Renee». a ee {4h , So ge ee ae a a Ay ‘ , é . 8 . * 
Cee ae whos oe. . Be sonlt Soon : #85 r ‘ tS ae ak Syxt : ie Cot : “ls ee i ‘ - 7 
ea vy hh eo # a pe ee wae pie sie ae. = ri Nia ae - = 
eee ot. ee gee i ae 
Fe EE 1G eh ars n'y . a er ee “ier 
sf ¥ . : ee ies iA ate 7 ; 4 i 21 19 ext! Bi . r e 
, ‘ se . i is 22 ‘ “ = . s \¢ oe —— 
: fe : . 3 ie oe 
a ee ' Q returs cre on whe? — r 
oS ! R\ «ete Oe fe * 
4-2 Es Ee ie A - pe pushels per ® x a 
i oar z more an 
: ay wey } Ohad ogo om A“ 
“ .. | o side bY ww wow 25 ‘ bon The 
| om ene ; ra oer 
6 bs NE 
oe if ’ ; noo ne bark. To / i: iy 
se errno se P Youn b nae 
ay \\ : ts f g Farm ory “? 
es : ; I ie en OE Of th er a , 
a B OEE lege e eq ” & ee 
a 3 re ne oe Car Uses ie ie 
1 “ pad wt ee Ty a Hin 
a : Le cee ? ‘ia 
reat: th 1 ¢ ‘ een = fs }, - SACCO mcs 
ae iy \ <s “—s?* —s ° tee, 5 Se ay 
iu \ \} ¢ J ‘oo Aa ' ee ane ae Re: . 
ete in} ‘ . * “ft : Oe oe. "et > Sos ee oS 
" } ; 5 Poa US Bis AF Ee ann 
1} \$ i 4 * a wo .* -- pes 4 
W ~ - cage” | ee Per, wren ~ . oe 
eg M| i \ Je ed a — - aorico ‘a ‘ ‘4 be . 
ie ! | oe a gas oor . - J ae : 
eon tit j / ' 45,03 ot? neh a ie a> EA 
' : ; pet ore e : 
Weg: : 7 ) L ve Setar bes ; 
ee 1} : ; Y Ges e e - wad z 
es it : kA ton oe . han fpitic-Z: 
oe o oO et Soames 2s Phan ee Tt A fr, : 
por 4 en ptt 9 ae 8 Sa eke Be ern wee 
— %, ‘ 0 Oe ee ts ve ees ing. ° Ses 
eee > thd eae ke te ee yf. be ae 
eh : y - + Bee wie, Tenens Saat f. TILER es Nast 
Ne oe ; = Ks 2 HRS _ Ny fae ae 5 m. r~ a 
; Stosseen cone | to, P ES2 i = 
ae . Og wr nt OE mah me >. , saa 
er Set hy ne i ae ae 
= = Sore oe va ee, \ : %, 
- ot eet oar ae 
’ Oe OO Soret SO As + 
' ene rt eas he target fos 
— few ME and ian, mer - 
: be sttnan, "Soma b ey Me . = 
. * Seal é 83 
; \)\ \/ > ee +3 ; 
: \\\ w gt wo, = es — 
\}\ eo : Beak son i few of war Dthdn nog 
a - i ~ aes Mwineee ® row secede 
~ i 5 Foes chiiik = ~y wd gl” ail i 
mer a 4 ~ OF Saat ie eet ree she ete 7 
aha . : wef oe Beto ae oa : 
¥ a ae co pe ome cea Se mee ilteras i 
ich panetsesetee : S oy "en oom, at Al elena ae ee 
me sothay ie os so 4 “ Sacco aur =." oa es 
ae a SS : Ag 
we A reader behaves wore . rn re ee 4 
gs ; inal pcre wo , os 
= ) - ” a © Tage _ 
Be : a by nied oon ay, Pity : a 
a arrange emecas ie: 
a We ak one aay rae 
es 7 ; P us! pature a oe ape 
aa . goon " ti 
poe J Pas 
Menke : 9 a 
PMR De a NDR re Bie ent es ee ae 
= eS ee katte Siete tS : $ ae Ll ie asin aor Pe ear Bee > ae 
i acacia Bee peieerg ee ora ? anor ut r : ; eine ane ee pea ; 
& ; eee e, : : ye ai io a \ “ " : ( ee 3 ‘5 P EOS «3 al % Si ie POR a Pe ¢ 
Te ae BAT ie © AM A aah é : Sa at ae ee : "aE = its sa 
poneceoer® . (ae 4 : i ; 5 
oe eset? : 
2 aad 
_— er ers 
e ‘at a 
ee me sie 
p< ore 
* ae 
meA 
* . 
a a 
marae 
» ie 
Ae 
« -* 
/% 
a es 
ee 4 
" 7 ® 
a q 
| pe ee 
. ene Face nant ae 
‘ ho a a . 
* iJ ’ focreae 
¥ SB wierir® 
Ce filer Ps i 
© eH 5 
. el a ~ 
any * 
woe Quio FAT gare t P 
Y Pr ale \\ 
a S| a 
e \ het 
—) mats 
——_ “a 
: at 
/ 4 
2 ? - 
S . / /B/ — / 55 re $ 
tt Be (© E' 
. y Re | : 
[ j f ey 
ae ea a ale cae a : : : 
“y . eae eat 2 ee CRO IE mee om eS eT Pode Te REE gg en ember ie. 4 aig ae \ as 
er a PSG Me Ms j oy a pes Pao Zs : “ ; Ce ect Zhe San eter A oa rt rere Se La ‘ : 
Fa Sor fas Reee! a fee ae ae = : a pigs a ‘ ‘ hae Sweet ae ee 
: ee Ae ah : eons Cs ae z eS Tha ee aug arn he me aad Vee | ; 
3 | on Ee et oe A Se co A aha 2. 7 ae et Sis tee sy ai apa eet tae. ee 2 Se¥ C: a 
Cig la eal er ee ee cee te oe 1 fs Oia Saas - 
“ id x cae a i eae ae ~ ae Fo : eee * esr ce, 
VV, ae 2 ‘ * ; Ey 


ADVERTISING 


100 Largest Business and 


HOW THE 100 LARGEST Business 
and Industrial Advertisers placed their advertising in 
news magazines and in management magazines in 1957 


ADVERTISERS PAGES 


BUSINESS WEEK .. 2,079 

US.NEWS & WORLD REPORT .. 88.. .1,362 

NEWSWEEK .. 1,234 
.. 1094 

683 

285 


Source: Publishers Information Bureau 


‘NOW moreE THAN 1,000,000 wert Paip cIRCULATION 
| ...@ market not duplicated by any other magazine in the field 
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BOX SCORE 


Industrial Advertisers 


1 “U.S.NEws & WorLD Reporv’ leads the news 
” magazines in pages of advertising from the 100 
largest business and industrial advertisers for 
the year 1957. 
9 “U.S.NeEws & WorLD Reporr’” holds the same 
* strong leadership position among the first 10, 
the first 20, the first 30, the first 40, and the first 
50 of these advertisers. 
3 “U.S.News & WorLD REpoR?T’’ is also first 
" among the news magazines in number of these 
top 100 business and industrial advertisers. 
4 “U.S.News & WoRLD REpor’T’’ is also first 
" among the news magazines in page gains from 
these same top 100 business and industrial 
advertisers. 


THE 


COMPLETE 764 


NEWS MAGALINE 


Americas 


“USN&WR” 


HREE OUT OF FouR “U.S.NEws & WoRLD 
Report” subscribers hold managerial 
positions in business, industry, finance, gov- 
ernment, and the professions. They’re the 
‘“‘Important Million” in America—the people 
who have the job of doing the ‘“‘managing.”’ 
They spark the growth of business, the prog- 
ress of science and other professions, and the 
affairs of government and the community. 
They rely on “U.S.NeEws & WoRLD 
REPORT’ each week for the complete news of 
our national life, including world affairs—the 
meaningful news that affects their business 
and personal plans and decisions. 
Advertisers can buy coverage of this 
‘‘Important Million’’ at the lowest per- 
thousand cost of any news magazine. 


GAINS IN ALL BUSINESS AND INDUSTRIAL 
ADVERTISING PAGES 


1952—1957 


FORTUNE BUSINESS NEWSWEEK NATION'S 


WEEK BUSINESS 


Source: Publishers Information Bureau 


U.S.NEWS & WORLD REPORT 


For further advertising information, ask your advertising agency or write our 


Class News Magazine 


advertising offices, 45 Rockefeller Plaza, New York 20, N.Y. Other advertising 
offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, San Fran- 
cisco, Los Angeles, Washington and London. 
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sIIGH-.- 


- « « influences 


rue All New 
Improvement Era 


best the 


the great ““Mormon Country” Market 


HIGH in the tops of the Rockies 


WIDE in area—nearly three times larger 


than 


REWARDING—a market of a 
million plus high income, large 
Mormon families . . . families you can 
reach better through the Era 


Mountain 


the original 13 colonies. 


than any other medium. 


West 


eee 


CHEESE WINNER— 
Joane Van Pelt of 
Chicago is_ the 
winner of this 
years Miss 
American Blue 
Cheese-Cake con- 
test, sponsored by 
the American 
Blue Cheese Assn. 


TONIGHT 
COULD BE 
THE 
NIGHT! 


MARCH in this 14th Century plate is shown 


by a man dolefully pruning vines. Champagne 


wasn't invented until much later. There were 
no refrigerators either; just winter. 


‘S) 


‘ 
Leaf ifase 


tens cee 


i 


We know your type, fraught with gaiety and 
peals of tinkling laughter. And yet, things must 
be pretty quiet for you right now or you wouldn't 
have time to read all this fine print, would you? 


Of course not. 


The point is, things never stay quiet. Fortune, in 
the guise of a delicious envelope or of a dark eyed 
stranger bearing costly gifts, is liable to shatter the 
doldrums almost any moment. You, in a word, will 


wish to Celebrate! Right now; or tonight. 


Are you up to it? We hope you've had the fore- 
sight to keep a bottle of Paul Masson Champagne 
in the refrigerator. If not, look, why don’t you hop 
out and buy a bottle right now; we'll keep your 


place... 


Back, eh? Now don’t worry about the champagne 
cooling its heels forever because March is chock- 
full of things to celebrate. A useful booklet put out 
by the U. S. Chamber of Commerce tells us that 
this month contains National Smile Week, Peanut 
Week, St. Patrick’s Day, and National Television 


Servicemen’s Week, to name but a few. 


So it appears that you will have the pleasure of 
sipping our delightful champagne from Saratoga, 
California, where we have kept up standards for 
lo, these 105 years. You can buy it nearly every- 
where, we should think. 


The omnipresent, 


hull Madeon 


PAUL MASSON VINEYARDS «+ SARATOGA, CALIFORNIA 


‘March’s Thesaurus, 
| Out of Print Since 
the War, Reissued 


New York, March 4—March’s 
“Thesaurus-Dictionary” went out 
|of print during World War II, a 
privation terrible enough to make 
the workers of the word rise up in 
despair. 

Fortunately, Doubleday’s Hano- 
/ver House has updated this valu- 
able reference and reissued it with 
a handy supplement o! 1,800 new 
words and phrases that have be- 
come current since the turn of the 
century. 


® Francis Andrew March’s contri- 
bution to the thesaurus was equal 
to his pioneer work in the whole 
field of philology. He conceived and 
produced, with his son, a volume 
that combined the advantages of 
the thesaurus and dictionary for 
| quick reference. And he introduced 
| the juxtaposition of related words 
|—synonym and antonym—so that 
'the reader had the full depth and 
|color of the language at hand. As 
|Norman Cousins points out in the 
| foreword, this enables the user “to 
| rescue his language from the stale 
‘and flabby.” 
The user also has at hand many 
| scientific and technical terms both 
|in the dictionary listing and com- 
|piled under one heading for easy 
|reference. For example, under 
“architecture” is a page and a third 
|of technical terms from “abacus” 
|to “volute.” The same terms are 
|found in alphabetical order in the 
volume also. 

The volume of 1,240 pages is 
| priced at $9.75; $10.75 for the 
| thumb-indexed edition. # 


Meldrum & Fewsmith Boosts 2 

Meldrum & Fewsmith, Cleveland, 
has appointed Sydney A. Hunt, a 
/vp of the agency, creative director 
and William F. Jordan, with the 
agency since 1953, supervisor for 
Republic Steel Corp.’s basic prod- 
uct divisions. 


McLoughlin to Hockaday 

| Rosemary McLoughlin, formerly 
|fashion coordinator of Ogilvy, 
| Benson & Mather, has joined Hock- 
| aday Associates, New York, as 
fashion director. 


“House & Garden’ Boosts Bay 

| Eugene Bay, formerly on the 
|sales staff of House & Garden, 
| New York, has been named to the 
new post of eastern advertising 
| manager of the magazine. 


Grant, Schwenck Adds Account 

Grant, Schwenck & Baker, Chi- 
cago, has been named to handle 
| circulation promotion and adver- 
| tising sales promotion for Science 
| & Mechanics, Chicago. 


Advertising Age, March 10, 1958 
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Hot Dogs or 
Cold Drinks 


You Reach 
MORE Buyers 
in 
THE SEATTLE TIMES 
£& 
( 


Necessities or pleasures— metropolitan Seattle chooses them all from 
the pages of The Seattle Times. For this is the only newspaper 
that reaches 7 out of 9 newspaper-reading homes in 
Seattle— including 375,680 people who don’t 
read any other Seattle newspaper! 


Reach the mass market and the class market with 
Seattle’s dominant newspaper-—The Seattle Times! 


REPRESENTED BY O'MARA & ORMSBEE, INC. — 
Detroit « Chicago los Angeles 
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Burnett Names Synor, 2 VPs |has named Chapman-Nowak & 
Leo Burnett Co., Chicago, has| Associates, Syracuse, to handle ad- 
appointed Paul Synor a tv copy) vertising, promotion and product 
supervisor. For the past three) publicity. Moser & Cotins, Utica, a 
years, Mr. Synor has been a tv) division of Rumrill Co., Rochester, 
supervisor at J. Walter Thompson|is the previous agency. Chapman- 
Co., working on the Scott Paper} Nowak will also handle advertising 
Co., Sylvania, Rinso and Tip-Top|and publicity for Munson Mill Ma- 
baker accounts. He _ previously|chinery Co., Utica, maker of proc- 
had been with Burnett as tv writer | essing machinery, a division of Di- 
and producer. Burnett also has| vine. 
elected John Coulson and ey | 
Saffold vps. Mr. Coulson is manag- | Nabisco Transfers Kelley 
er of the research department.| Roy K. Kelley, formerly presi- 
Mr. Saffold is an account super-| dent of the Dromedary division of 
visor. | National Biscuit Co., New York, 
has been elected vp of the com- 
Chapman-Nowak Adds Divine | pany’s new corporate development 
Divine Bros., Utica, N. Y., man-/| division. The Dromedary division 
ufacturer of truck casters, buffing recently merged with Nabisco’s 
equipment and special machinery,| special products division. 


Celanese Push Aims 
to Make Suburban 
Women More Stylish 


New York, March 4—The sub- 
urban woman is the big potential 
market for fashion, but so far she 
|has been largely ignored by the 
| industry. 
| 85% of the nation’s population 
growth has been in the suburbs, 
and average suburban family in- 
come is 70% ahead of the rest of 
the nation. The suburban weman 
has been largely responsible for 
the 833% rise in sales in refrigera- 
tors, washing machines and dryers 
a 37% rise in car ownership—at a 
time when the consumer dollar 
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| Spent on apparel is lower than it| more attractive picture of herself 


| was at the height of the depression. 


fall 1958 campaign for Celanese} 
Corp. of America, which aims to 
tap this “most lucrative new mar- 
ket” by (1) stimulating designer: 
to design clothes especially for 
suburban life, and (2) awakening! 
a new clothes-conscious ‘“ss_ in 
suburbia. 

“The suburban woman has never 
been singled out—wooed with the 
idea that she needs clothes just as 
she needs appliances,” the com- 
pany believes. “Appliance makers 
design for her—and she buys. Car 
makers bring out new colors for 
her—and she buys. Let the fashion 
business attract her with an even 


LIKE CALIFORNIA AWHOUT 
THE BILLION-DOLLA 


VALLEY OF THE BEES 


/ Actually, total effective buying income of more than $2.7 billion 


¥ 16% greater retail sales volume than the Baltimore metropolitan 


county area 


Vv Not covered by San Francisco and Los Angeles newspapers 


You make a deep impression on California’s prosperous inland 


valley when you advertise in The Bees. You can’t sell all of the 


West’s richest state without them; shoreline 


doesn’t get over the mountains. 


journalism just 


Data source: Sales Management’s 1957 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . 


. » OMARA & ORMSBEE 


"© THE SACRAMENTO BEE 
_© THE MODESTO BEE 
° THE FRESNO BEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts -- bulk, frequency and a combined bulk-frequeacy. Check O'Mara & Ormsbee for details. 


—and she will buy.” 
The company’s consumer cam- 


® That's the thinking behind the| Paign in September will picture 


\the suburban woman “where she 
| lives, how she lives, in fashions 
especially designed to fit her way 
lot life.” 

\s The consumer advertising will 
consist of about two dozen color 
| ads, concentrated in September is- 
sues of magazines, supplements 
and pattern books. The promotion, 
however, got under way in Feb- 
ruary with teaser “Who Is She?” 
ads in Women’s Wear Daily, using 
the three-word theme of the entire 
campaign. 

These ads culminated in three 
style clinics at which fashion de- 
signers met with panels of subur- 
ban women. Held in New York, 
Dallas and Los Angeles, the clinics 
gave the suburbanites a chance to 
tell designers specifically what 
they like and dislike—what they 
want and can’t find in clothes. 

The result will be, Celanese 
hopes, that designers will go back 
to their sketch boards and design 
fashions especially geared for Mrs. 
Suburbia—using fabrics made 
from Celanese fibers, of course. 

Ellington & Co., New York, is 
the agency. 


Johnson & Lewis Names 
Van Hooydonck, Five Others 

Gertrude van Hooydonck, for- 
merly with Botsford, Constantine 
& Gardner, San Francisco, as crea- 
tive director, and three-time win- 
|ner of “Lulu” awards from the Los 
| Angeles Adclub, has joined the 
copy staff of Johnson & Lewis 
Advertising, San Francisco, where 
she will work on the Bank of 
America account. 

Johnson and Lewis has also 
added five other staff members. 
They are George R. Lennon, for- 
merly with Foster & Kleiser; Rita 
Bucklin, formerly with Wyckoff & 
Associates; Diane Elfstrom, for- 
merly with the News-Tribune, 
Fullerton, Cal.; Louis Isonio, for- 
merly with Roos Bros.; and Verne 
Reynolds, formerly in the agency’s 
Los Angeles office. The first three 
will work in the media depart- 
ment; Mr. Isonio in the art de- 
partment and Mr. Reynolds as traf- 
fic and radio-tv production manag- 
er. 


Harvard to Sponsor 
CBS Radio Program 

Sponsored radio will team up 
with higher learning when Har- 
vard College, Cambridge, Mass., 
|presents an hour program of en- 
|tertainment on CBS Radio March 
28 at 9 p.m., EST. Batten, Barton, 
| Durstine & Osborn is the agency. 

Using showmanship to advance 
the cause of education, the pro- 
gram, which is designed to pro- 
mote the advancement of liberal 
|education, will take the form of a 
drama and call attention to the ex- 
pansion plans at Harvard. The col- 
| lege currently is in the midst of a 
$82,500,000 fund-raising campaign. 
Harvard expects to have six “hard 
sell” radio commercials similar to 
that of any other advertiser and 
will spend approximately $16,000 
on time and production costs for 
the broadcast. The program will 
feature remotes from all corners 


of the globe, and there will be 
taped interviews with students 
and alumni. 
Olive 
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The Shortest Distance Between You 
and Building Products Sales! 


; ZS 
/ 
é Maite ees 
7 
4 
° . ° / * 
Ed | Leadersh i Readersh 
itorial Leadership / Buyer Keadership 
4 
4 
Month after month NAHB Journal editors measure the pulse of the / The NAHB Journal delivers to its advertisers an audience 
industry ... report important developments . . . on the spot inter- 4 consisting of the key building product and equipment buy- 


ers. Its leaders, members of the National Association of Home 
views with housing officials, government leaders, policy makers. 4 


Builders .. . 
The NAHB Journal, through years of unparalleled service, / 


has obtained dominance in the industry. It f / 
as obtained dominance in the industry. It feeds on ever / * * build a minimum of seven hundred and fifty thousand 


increasing stream of new ideas and new information 4 new homes per year. 


to home builders . . . helps them deal with the day's / 7 of its cule sulk then cae’ beets 
ee &- ¢@ 0% readers per 
rapidly changing conditions. / 


/ year. 


* «© « « » « They are the professional home builders who influ- 
ence all home construction. 


| Your big buy in the home 
¢ building field is bigger 

& than ever! 

Bigger Page Size! 


Bigger Circulation! 
Bigger Advertising Value! 


Every factor indicates a strong market in the home 
building field in 1958 and with the new enlarged for- 


mat and the expanded circulation, the NAHB Journal 
is your primary book for boosting your building prod- 
ucts sales. 


ail at nialn|e JOURNAL it homébeiiding 


1625 L Street N. W. Washington 6, D. C. 
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Boost Ads, Stress 
Motivation Appeal, 
Dry Cleaners Urged 


New York, March 4—How local | 
dry cleaners can apply advertising | 
techniques developed through mo-| 
tivation research to make more| 
comsumers use the services they) 
sell highlights the March issue of 
National Cleaner & Dyer, pub- 
lished by the Reuben H. Donnelley 
Corp. 

The gross revenue in the dry 
cleaning industry now totals $1.5 
billion a year, the magazine points 
out. Of this amount, 2%, or about 
$30,000,000, is currently being in- 
vested in advertising and promo- 
tion. 

Arthur F. Schuelke, editor of the 
magazine, and an authority in the 
field, advocates a 3% hike in dry- 
cleaners’ advertising expenditures, 
raising the sum to $75,000,000 and 
totaling 5% of the industry’s gross 
revenue. At least 60% of dry 
cleaners’ promotion budgets, Mr. 
Schuelke says in the current issue, 
should be spent in newspaper ad- 
vertising. 

Dry cleaners are urged to give 
less attention to the mechanics of 
advertising and urged to concen- 
trate more on knowing the minds 
of the customers they want to in- 
fluence. 

About 75% of dry cleaning pur- 
chases are made by women, it is 
pointed out, and advertising must 
be directed at them. 


s The modern woman, the maga- 
zine says, “believes life is to be 
enjoyed. While she’s economy-con- 
scious, she is less price-conscious 
than her mother and will buy a 
steak rather than a less costly cut 
if the family will get a kick out of 
it. Dry cleaners who appeal to this 
desire for fun have a potent ad- 
vertising device,” it said. “In 
using it, they should register the 
fact that their services will add 
zest and enjoyment to her life, and 
that well-cared for clothes will 
help to do that for her and her 
whole family.” # 


Northland Ski to Savage-Lewis 

Northland Ski Mfg. Co. and C. A. 
Lund Co., St. Paul, and Laconia, 
N.H., producers and distributors of | 
skiis and skiing equipment, have | 
named Savage-Lewis, Minneapolis, 
as their advertising agency. The 
previous agency is W. Oakes Miller | 
& Associates, St. Paul. 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation media read 
most by the militory. Write or 
call for full information. 
AIR FORCE TIMES 


ARMY TIMES ~ WAVY. TIMES 


The Americon WEEKEND + MILITARY MARKET Mogozine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 
U. S. OFFICES: Boston, Chicago, Charleston, } 
S. C., Dallas, Detroit, Honolulu, Los Angeles, | 
Miami, New York, Philadelphia, San Francisco. | 
FOREIGN OFFICES: Frankfurt, London, Poris, | 
Rome, Tokyo. 


| ANC Reports Loss 


can Lending Library and book and | centers of America. 

American News Co., New York, stationery divisions of American| Harry A. Batten, Ayer chairman 
suffered a net loss of $4,910,427 in| News Co. had a total profit of $1,-| and foundation president, said that 
1957 as a result of discontinuance | 992,57 the problem of delinquency, if left 
of its wholesale periodical division, to grow, “will destroy our system 
the company has reported. The Ayer Foundation Grants of free public education in the big 
company reported a profit of $2,- $100,000 for Crime Study cities. At a time of teacher short- 
352,531 in 1956. Discontinuance of| The William M. Armistead Foun-|48¢, 4 small number of children 
the wholesale periodical division | dation of N. W. Ayer & Son will|are making life so uncomfortable 
resulted in a reduction of $6,903,-|make a grant of $100,000 to the| and fearful as to scare off teachers 
000, according to Henry Garfinkle, Greater Philadelphia Movement for| who have spent their lives in this 
president, who said Union News a study of juvenile delinquency and| profession. And fine young men 
Co., American Match Co., Ameri- its effect on the great metropolitan | and women who had hoped to be- 
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come teachers are being discour- 
aged.” 


Arthur Kaplan Named VP 
Arthur B. Kaplan, who joined 
Leber & Katz, New York, last Sep- 
tember, has been named a vp. Mr. 
Kaplan operated his own agency 
for about 20 years. Leber & Katz 
also has named Jerome S. Lacker, 
formerly with A. Hollander & Son, 
Newark, controller, succeeding 


Harry Weiss. 


rR, ee Se Te a —s = 
. ¥ ei ’ 3% 


“better pack 


ae 


Mf Wi, 


ae . , y si 


4 ‘] 


When Vogue reports 

a new dress silhouette, an 
off-beat travel route, 

or a different way to entertain, it 
means experts have sorted out 
the solid fashion trends 

from flash-in-the-pan fashion fads; 
sorted these trends out 

and defined them 

to 3,000,000 Vogue readers, to 
thousands of retailers. 


smart America, 


has the 


oi 2 eR i ae re. 


“s + " iantiet Mod ctaed 


Oe ak, : 


That means products 
and services off on a long 
selling tour—first of 


then of all America. 


Merchandise advertised in Vogue 


same habit; 


reaching the hands of the country’s 
most influential consumers 
and leading retailers— 


the starting points for long 
term selling trends. 


| 
| 
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Advertising Age, March 10, 1958 


NAEA of Carolinas Publishes 
‘Moguls of Merchandising’ on, J 
Primarily a history, the “Moguls 2nd binding. 
of Merchandising,” published by 
the Newspaper Advertising Ex-| 
ecutives Assn. of the Carolinas, is| WBT Promotes Three 
a 20-year record of the actions and| J. Robert Covington, vp and 
accomplishments of a group of ad-| managing director of WBT, Char- 
vertising executives who comprise | lotte, N.C., has been promoted to 
the membership of the NAEA of|vp of Jefferson Standard Broad- 


the Carolinas. Author is R. H. Car-| casting Co. in charge of promotion | 
son, advertising director of the|and public relations for the compa-/| Francisco agency, has moved to 


Raleigh News & Observer and/ny’s three stations—WBT and 


Times. Jackson & Bell Co., Wil- {WBTV-TV, Charlotte, and WBTW- 
mington, N. C., handled press work TV, Florence, S.C. Mr. Covington 


Price of the 180-page book is $4. 


|University of Chicago 
to Hold Business 
Confab March 22 


Cuicaco, March 4—Business 
men, faculty members and scien- 
tists will get together on panels to 
discuss business decisions, govern- 
Dick Skuse & Associates, San ment policy, people and basic 
science at the University of Chi- 
|cago’s sixth annual management 


|is succeeded by Virgil V. Evans, 
|who has been general sales man- 
ager and assistant managing direc- 
|tor of WBT since 1956. Paul B. 
Marion has been promoted to suc- | 
ceed Mr. Evans. | 


Dick Skuse Moves Office 


new offices at 2525 Van Ness Ave. 


eR, 4 , MOE Oe tage 


If you use the power 
of fashion to sell 
(and name a major industry 
that doesn’t) then use fashion’s 
strongest selling power... Vogue. 
And better pack sandwiches, 
for your advertisement in Vogue is the 
best way to take your 
products or services 
on the longest selling trip 
around America. 


ee, ‘ r. 
et 


Se. 


fashion 
1s the 
selling power... 


» VOGUE 


is the 
fashion power 


47 


| conference March $3. 
| The conference is sponsored by 
the university’s school of business 
| and the Executive Program Club, 
alumni of the school’s executive 
| program, an intensive two-year 
evening program for business men 
with substantial experience at the 
executive level. 


s The conference marks the 60th 
anniversary of the school of busi- 
ness and the 15th anniversary of 
the executive program. 

Luncheon speaker at the one- 
day conference will be Arthur F. 
Burns, professor of economics at 
| Columbia University and presi- 

dent of the National Bureau of Eco- 

nomics Research. His subject will 

be “The American Economy.” Mr. 
| Burns is former chairman of Pres- 
ident Eisenhower's Council of Eco- 
nomic Advisers. 

Sidney R. Bernstein, editorial di- 
rector of ADVERTISING AGE, is gen- 
eral chairman of the conference. + 


PRE TESTED 


BRAND-NEW! 
| FIRST-RUN/ 


| Saturday Evening Post 


Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


f success! | 

| Metro-Goldwyn-Mayer 
Tugboat Annie motion picture 
feature a box-office record- 
breaker in the top motion 
picture theatres. N. Y. Times 


—‘‘story superior’’—‘‘a box- 
office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated ““Tugboat Annie” a TV 
favorite—certified by Haskins 
& Sells, C. P. A. 


CBC TV Network 


R.B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“general public, through mail 
and te'ephone calls, indicates 
strong appeal for every mem- 
ber of the family.” Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmuxe, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON + N.Y. 22 + PLaza 5-2100 
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OQNE OF THE : 
FIRST 100 MARKETS 


with 56 % population on the Illinois side 


Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities © 
without Duplication — Full 


Morgan 


Saad ° = .Y ADMAN’S KUDOS—Mel Morgan, vp of Hughes & Hatcher, Detroit 
ROP Color Available Daily! clothing retailer, accepts a trophy for the best ad by a large store in 

. the second annual ad competition sponsored by the National Assn. 

of Retail Clothiers & Furnishers. NARCF’s outgoing president, Har- 


Talk about SUNSHINE,we’re 


eading the Nation 


ReGee (Republic-Gazette combination) is the healthiest out- 
door gal in the gang. Her boy friend (Arizona) leads the nation 
in percentage of SUNSHINE, as well as percentage growth of 
buying income, bank deposits, life insurance in force, manu- 
facturing output, mineral production and value of farm products. 
He's second only to Nevada in percentage growth of population. 


ReGee and the boy friend are inseparable. ONE OUT OF 
EVERY TWO FAMILIES in booming Arizona subscribes regularly 
to The Arizona Republic or The Phoenix Gazette, the state's 

° 
— Paoenix REPUBLIC and Gazette 


A member of the Metro Sunday Magazine and Comics Group. 
National R batives-Kelly-Smith Co. 


You'll appreciate ReGee's company, too, when you buy the 
papers with the deep influence in the growing state. 


ry Clarke, presents the award for 
the ad, which was prepared by 
Reilly Bird Advertising, Detroit, 
and run in the Detroit News. 


Three Clothing 
Retailers Awarded 
NARCF Ad Trophies 


CuicaGco, March 4—Three adver- 
'tisers, three newspapers, two in- 
dividuals and one advertising 
| agency were awarded trophies last 
week in the National Assn. of Re- 
tail Clothiers & Furnishers’ second 
annual advertising awards compe- 
tition. The awards were presented 
at NARCF’s 40th annual convention 
here (AA, March 3). 

In the large store division, 
|Hughes & Hatcher, Detroit retailer, 
won the award for an ad prepared 
| by Reilly Bird Advertising, Detroit, 
that ran in the Oct. 31 Detroit 
News. The agency and the daily 
also won trophies. 

In the medium-size store divi- 
sion, Frankenberger’s, Charleston, 
W. Va., took top honors for a color 
ad prepared by Fred S. Roland and 
run in the Charleston Daily Mail. 
Mr. Roland and the Daily Mail also 
won trophies. 

In the small-store group the hon- 
ors went to Ned’s, a retailer in Ar- 
cata, Cal., for an ad that appeared 
in the June 28 Humbolt Times, 
Eureka, Cal., one of the two Eureka 
newspapers in which the ad ap- 
peared. John Millinger, who pre- 
pared the ad, and the Humbolt 
Times also won trophies. 


Ronson Plans Campaign 
for iis New Varaflame 


Ronson Corp., Newark, plans to 
kick off the campaign for its new 
Varaflame lighter in May with col- 
or pages in Esquire, May; Life, May 
12 and 26; Look, June 10, and Time, 

| June 9. Trade publications, region- 
al tv spots and in-store materials 
will also be used in the campaign. 
In addition, dealers will back the 
national promotion with local 
newspaper, radio and tv advertis- 
ing, Ronson says. 

The new lighter, butane-fueled, 
was first introduced in the Kansas 
City area (AA, Oct. 14). At that 
time, Ronson hailed the Varaflame 
as the “Lighter of the Jet Age.” 
Now it has upgraded it to the 
\“Lighter of the Satellite Age.” 
Prices start at $14.95. Norman, 
Craig & Kummel, New York, is the 
agency. 


REY-T Promotes Two 


Joe Costantino, production man- 
ager of KEY-T, Santa Barbara, 
| Cal., has been promoted to director 
|of public relations, promotion and 
|}merchandising. William F. Mitch- 
ell, formerly copy chief of the tv 
station, has been named production 
manager. 
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Most women would not be charmed by 
the prospect... but the farmer’s wife takes 
it for granted. Lunch is usually dinner, and 
a big one! School lunches, after school 
snacks, visitors and hired hands, also add 
to her hours in the kitchen—and to her 
status as a food customer. 

The prosperous farm family. . . (with 
special reference to SUCCESSFUL FARMING 
subscribers)... buys more food than the 
average urban household. The family is 
23% larger. Outdoor work makes larger 
appetites. More meals are eaten at home. 
There is no store nearby so pantry stocks 
are larger. 

SF families are larger consumers of 
cereals, flour, mixes, shortening, coffee, 
soaps, cleansers and sweets than urban 
residents. Fifty-one percent buy in chain 
supermarkets. More than half shop in more 
than one town. Their grocery spending this 
year provides a big sales opportunity for 
any food supplier! 

SuccESSsFUL FARMING in its 1,300,000 
circulation, has assembled a majority of 
the country’s best farmers—big volume 
producers, with more than average capital 
in buildings, machinery, 
equipment and land. 


cma 


Husband home for lunch? 


And their average cash income, from 
farming has exceeded $10,000 for more 
than a decade. 

Because they are successful farmers, 
they need, read, and use SuccEssFUL 
FarMInc. This magazine is their operating 
manual, keeps them informed about the 
fastest changing industry; and the facts 
it affords pays off in better crops, better 
incomes, better homes, better family living. 

And in fifty-six years, SuccEessFUL 
FARMING has earned their respect and 
confidence, enjoys an influence with this 
audience unmatched by any other medium 
—an influence that assures advertising 


i 


> ais 


in SuccessFUL FarminG the maximum 
reception and response. 

For more quality customers — and to 
balance your national advertising schedules 


important segment 
of the national 
market—you need 5 


Any SF office will tell you more. 
Meredith of Des Moines... America’s 


biggest publisher of ideas for today’s living 
and tomorrow's plans. 


Chee per 


Successful Farming families, per thousand, 
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*As the man from Caracas began 


his letter enclosing his check for 


$100 for an airmail subscription... 


what you < 
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Everywhere metropolitan-minded people are apt to be, 


The New Yorker is sure to go. Each week it gets around 
| 99 in over 4,000 cities and communities across the 
, SUppOse United States and abroad. ‘The New Yorker’s latest ABC 
Publisher’s Statement (June 30, 1957) 


shows 420,242 average total paid circulation. 


And where most of the metropolitan-minded 
people are, there The New Yorker is most... it 
concentrates 8o per cent ot its national circulation 


in the 47 primary U. S. city trade areas. 


83 per cent of The New Yorker’s 


total circulation is outside New York City. 


It has extensive coverage in top 


suburban and urban areas across the country... 


1 in every 8 families in Beverly 
@ Hills, California; 1 in every 5 
~ tamilies in Winnetka, Illinois; 
buys The New Yorker. 


“The New Yorker is a national magazine 


California is The New Yorker’s 

second state in circulation. 46,377 

copies of the issue of March 16, 

1957 (ABC), were sold in California. eeanaeanegss steady selene 
Directors of the Northwestern 


National Bank subscribe to The New Yorker. 


| In Seattle, 38 per cent of the 
Directors of the Boeing Airplane 


Co. are paid subscribers to The New Yorker. 


It really gets around 


The New Yorker goes into 348 we 
cities and communities in Texas. 


NEW YORKER 


Southern circulation of The New Yorker 


New York, Chicego, San Francisco, Los Angeles, London 


has grown 871 per cent 
against 301 per cent for the entire 


U.S. since 1930. 
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Advertising Age, March 10, 1958 
Drug Research Sets $6,000,000 


[Budget for Four Products Spot TV Advertisers by Product Classification 


Drug Research Corp., New York, 


has announced a $6,000,000 adver- Fourth Quarter, 1957 
isin st for 1958, to divid- . 
phaoes a Fah ‘aeaaan Source: Television Bureau of Advertising from N.C. Rorabaugh Data 
ne blets, Super — min 2-12 — Estimated Gross Time Estimated we Time | ee — Time 
wo new products now in e Expenditures Expenditures xpenditures 
final stages of clinical testing ,cpicutture ........ os $ 320,000 CONFECTIONS & SOFT DRINKS 6,385,000| Cleaners, Cleansers ............ 1,538,000 
which will be introduced later Feeds, Meols ............ ern 176,000 =—-_ Confections ........c.eccceceeeeeees 3,078,000} Floor & Furniture Polishes, 
this year. Of the $3,000,000 allo-|  pigcetianeous ....... sess 144,000 Soft Drinks .......00.s0ee — £4 ° Seka 156,000 
cated for Regimen and Sustamin, Glass Cleaners ........ccccccccce 187,000 
$1,000,000 is earmarked for tele- MER SERVICES ............ 3,233,000, Home Dry Cleaners .............. 428,000 
| vision and radio, $500,000 for 145) - ae saad fiat ppt "2. aiahe & Laundries 19,000 | Shoe Polish al SS a oo ae 5,000 
/newspapers in 79 cities and the ine (AN 1,047,000 | Financial ...........cccsssssssesssesees 447,000, Miscellaneous Cleaners ...... 104,000 
| rest for magazines. Kastor, Farrell, ae Sa iit DAUR < caccsconsssineseresooe : 563,000 | 
Chesley & Clifford, New York, is| AMUSEMENTS, ENTERTAIN- Medical & Dental .............065 47,000 | HOUSEHOLD EQUIPMENT— 
the agency. “hilar RATES 74,000 Moving, Hauling, Storage .. 104,000| APPLIANCES .....0..000000.000.. 1,343,000 
Public Utilities ...........ccsoese0 1,586,000 | 
|Helene Curtis Boosts Stopette = ,ytomotive _...................... 3,025,000 Religious, Political, Unions 290,000 HOUSEHOLD FURNISHINGS .. 609,000 
| Helene Curtis Products Inc.|! - caine Ta- 110,000| Schools & Colleges .............. 53,000! Beds, Mattresses, Springs .... 454,000 
Give Your Prospects This will run special promotions for | Pras RSet on, 17,000 Miscellaneous Services .... reanee} Furniture & Other Furnishings 155,000 
New HANDI-KUTTER Stopette this month offering twO) Cars ooocccccccccccccccccscccseeseeseees . 2,119,000 
59¢ sizes in a double package for| Tires & Tubes oo... 216,000 COSMETICS & TOILETRIES .... 11,829,000 HOUSEHOLD LAUNDRY 
98¢ and the $1 size for 85¢. Adver-| Trucks & Trailers «0.00... 197,000 Cosmetics ......oeeesvsereserervnn 2 FEABOO| — PRODUCTS asnvevernsereeenee 786,000 
}tising will be in Metro Sunday Miscellaneous Accessories Deodorants «0... 948,000 Bleaches, Starches ............... 995,000 
| Comics Network, supplemented by I wiacisanavicerscnescics 366,000 Depilatories ............0.. 46,000 Packaged Soaps, Detergents 6,346,000 
the three Helene Curtis network | waste ng ene gy se ape Miscellaneous .............cc.c00008 345,000 
> — alia Han ace Creams, Lotions ‘ 
| - 7 oe ‘ on pend = - ee | SUMBIND sAATERIAL, BQUHPMAEET, Home Permanents & Coloring 1,692,000 HOUSEHOLD PAPER PRODUCTS 795,000 
ago, is the agency. FIXTURES, PAINTS .............. 580,000 ‘ . 
Perfumes, Toilet Waters, etc. 435,000 = Cleansing Tissues ...........0.... 299,000 
Fixtures, Plumbing, acetia 98,000 e Blad 231,000 Food W 89,000 
A Razor-Blade Knife ‘Buck Named Ad Manager Materials... 186,000 | Razors, Blades .................... ‘ 00d WIOPs -....-seeneeeeeenn : ; 
: | wn Shaving Creams, Lotions, etc. 601,000; Napkins ........ eat : 54,000 
Click! William H. Buck has been ap-| Paints»... 150,000) 5 itet § 2,146,000! Toilet Tissue 46,000 
Safe for Pocket or Purse! pointed advertising manager of| Power Tools ......... : 46,000 | aie + see Puan tee 373,000 | euiietiiimidian itn 307.000 
Wonderful—.. opening cartons | the electronics and instrumenta-| Miscellaneous .... 100,000 oT , pon . 
and all kinds of trimming or clipping | tion division of Baldwin-Lima- DENTAL PRODUCTS .. 2,291,000 HOUSEHOLD, GENERAL .... 803,000 
jobs around the office, shop, or home. Hamilton Corp., Waltham, Mass. CLOTHING, FURNISHINGS, i i ocisssinsnes 1,939,000 Brooms, Brushes, Mops, etc. 110,000 
Low Priced! FREE SAMPLE He previously was supervisor Of | ACCESSORIES ........ccc000 9,670,000)  outhwashes @AGO| Chien, Clesowere, Crockery 
and quantity price list upon request | advertising and sales promotion] Clothing ..... ie 3451000) oon aie ’ tal 2 ‘ 
KENWORTH MANUFACTURING CO. for the commercial equipment di-| Footwear... a Oe ee —s 
12315 W lisbon Ave. @ Milwaukee 10,Wis_ | vision of Raytheon Mfg. Co., Wal-| Hosiery ..... “ee 37,000 DRUG PRODUCTS .............. 11,224,000) Fuels (Heating, oo ae 162,000 
tham. Miscellaneous ............ ; 47,000 Cold Remedies ............... .. 3,040,000 Insecticides, Rodenticides .. 60,000 
—_—— ee ~ Headache Remedies .... 2,172,000 Kitchen Utensils ............... 45,000 
.. ‘ Indigestion R dies .......... 2,528,000| Miscellaneous ..... 92,000 
i i. Lanstives chinininieteinsieiivnis ‘ 1,075,000 
: ID caiadasnnninctucneasinoinbse ‘ 392,000 NOTIONS .. 261,000 
PE TO saiasisiineccsmnsesnnes 168,000 
Miscellaneous Drug Products 1,659,000 | PET PRODUCTS .. 847,000 
DIR DROVES cosecncesrsienescoscpscnee 190,000 
| PUBLICATIONS 192,000 
*FOOD & GROCERY PRODUCTS 32,814,000 
Baked Goods ........... 7,170,000 SPORTING GOODS, 
Cereals ........ 2,370,000 BICYCLES, TOYS . . 1,577,000 
Coffee, Tea & Food Drinks . 7,888,000 Bicycles & Supplies ............ 84,000 
Condiments, Sauces, General Sporting Goods . 40,000 
Appetizers ............ y 1,823,000 Toys & Games ................. 1,438,000 
Dairy Products ... 1,731,000 Miscellaneous .... 15,000 
Desserts , 611,000 
Dry Foods (Flour, Mixes, STATIONERY, OFFICE 
Rice, etc.) .... 1,790,000 EQUIPMENT 21,000 
W ell Fruits & Vegetables, Juices 1,122,000 
Macaroni, Noodles, Chili, etc. 500,000 TELEVISION, RADIO, PHONOGRAPH, 
Margarine, Shortenings .. 2,115,000 MUSICAL INSTRUMENTS .... 520,000 
P Meat, Poultry & Fish ...... 1,396,000 Antennas ....... 126,000 
expert engravings SRI sinesincesesin “ 98,000 Radio & Television Sets 91,000 
— é: Miscellaneous Feads ia 1,924,000 Records —_— = 174,000 
Cai make good advertising fe Miscellaneous Frozen Foods 255,000 = Miscellaneous ' 129,000 
is Food Stores ....... sacuisieanann 2,027,000 
look better...do a better /: TOBACCO PRODUCTS 
pea “ —— a © FUP PETES cccnccscccscvees ie 7,726,000 
selling job! f GARDEN SUPPLIES a aca tit 6,944,000 
ff & EQUIPMENT .... 66,000 Cigars, Pipe Tobacco ........... 727,000 
Pee Miscellaneous ............ ssaideie 55,000 
Ya GASOLINE & LUBRICANTS .. 5,354,000 
Pd P 4 nea Gasoline & Ol... 5,149,000 TRANSPORTATION & TRAVEL 714,000 
Pi ’ i r as Oil Additives ........... . 159,000 I eibastacnaasitcladoniiahiatatsidetialiaeas 320,000 
i , i a Miscellaneous ..... - 46,000| Bus. ...... seoiiebiiiaiti 183,000 


TEITF  cavscsensievs ielnesipieiedibiinere 193,000 


. | hi n Skillful, dependable anne always. R.0P. color, too! HOTELS, RESORTS, | Miscellaneous oo... 18,000 
was ingto - PHOTO ENGRAVING COMPANY RESTAURANTS 0.000 73,000 


WATCHES, JEW , ‘ 
HOUSEHOLD CLEANERS, CLEANSERS, Sn. CAS Se 


m 
118 SOUTH CLINTON STREET CHICAGO 6, ILLINOIS ° FRANKLIN 2-6343 == POLISHES, WAXES «0.0.0.0. 2,416,000 Gene 8 — 1048000 
Ses — Jewelry .......... 7” 34,000 
Pens & Pencils 907,000 
' Miscellaneous .... a 16,000 
MISCELLANEOUS . , ; 1,576,000 
Trading Stamps ........ 252,000 
Miscellaneous Products 417,000 


pes ‘gay ae ek Bl a — = Pa ee ge gi : : Miscellaneous Stores ..... 907,000 


Radio keeps me company. i m not Aonesome when i ado iso. rn 


*Starting with the Ist Quarter 1957—in- 
cludes frozen foods in appropriate sub- 
classifications. Supersedes earlier practice 
of grouping all frozen foods in a separate 
category. 


Burlington Names Leon 
WEE, Boston : Burlington Narrow Fabrics 
WBBM, Chicago | Corp., New York, a division of 
KNX, Los Angeles Burlington Industries, has appoint- 
WCBS, New York ed S. R. Leon Co., New York, to 


Listener’s quote," from a study by Motivation Analysis, Inc. of C-O and 
Independent listening attitudes. C-O fans regard radio as a friend, and con- om 
KNOX. R. Lewis handle its advertising. The account 


sequently pay more attention to their station than do Independent listeners. KCBS, San Francisoo viously was handled by Ben 
CBS-OWNED RADIO STATIONS _ Sackheim Co. 
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ABC net paid circulation for 
| six months ending Dec. 31, 1957. 


* The largest paid circulation ever achieved 
by an advertising and marketing journal. 
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1 Yeor (52 issues) $3 
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quantity or quality. This complete- 


Yule Decanters ly erroneous impression is evident- 
ly widespread and has not been 
/ 
Don't Pay Off, 
. 
Study Indicates 


canters’ popularity and into the 
industry’s total gift sales.” 


| pared with 1956,” the report says. 


Liquor Publications Inc. — “Asked specifically, ‘compared to 
| 1956, were 1957 case sales up, down 


Finds They Boost Brands, the same?’ 35% said they had 


Not Liquor, in Gift Field dropped and 30% found no ap- 
preciable change. 

e “A total of 26% of retailers 
questioned said that decanters were 


New York, March 4—The liquor | 
industry is not getting anything 
like a reasonable return from the! 
millions of dollars it has poured 


counteracted by distillers’ adver- | 
| tising. It has probably cut into de- | 


|e “The industry made little gift- | 
| marketing progress in 1957 as com-| 


|of greater aid than pre-wraps in 


netting sales which would other- 
wise have been lost to other in- 
dustries with gift products, while 
74% voted for pre-wraps. On this 
question, a key one for distillers,” 
the report says, “pre-wraps were 
definitely favored.” 


e “Retailers were asked what per- 
centage of holiday customers asked 
| Specifically for specially-wrapped 
merchandise when ordering a 
brand. The results: 44% of retailers 
said less than 10% of customers did 
so; 24% said that 11% to 30% did 
so; 14% said that 30% to 50% did; 
18% said that more than 50% did.” 


Advertising Age, March 10, 1958 


PR School Issues Catalog | vertising and promotion for Dun- 
The School of Financial Public; >a Kapple Inc., a subsidiary of 
Relations, Chicago, organized by General American Industries. Au- 
the Financial Public Relations) >rey, Finlay, Marley & Hodgson is 
Assn. in cooperation with North-|the previous agency. The account 
|western University, Chicago cam-|Dills around $100,000. The agency 
‘pus, has issued its 1958 catalog also has named James Kelley to 
announcing the 1ith residentia] | the art department. 
session of the school. This year’s 
— will be held July 17-19. ‘Midwest Media’ Published 
opies of the catalog may be ob-| «Midwest Media,” a directory of 
og from the FPRA, 231 S. La-|qaily and weekly newspapers in 
alle St., Chicago. |Chicago, Cook County and five 
‘surrounding counties, has been 
Gordon & Hempstead Adds One published by Midwest Newsclip 
Gordon & Hempstead, Chicago, Inc., 20 W. Jackson Blvd., Chicago. 
has been appointed to handle ad- |The price is $10.50. 


into the production and promotion | 
of gift packages for the Christmas 
holiday season during the past five 
or six years. 

That’s the finding of a joint sur- | 
vey just completed by Spirits and | 
Package Store Management, both 
published by Liquor Publications | 
Inc. 

Pooling their findings, the editors 
of the two publications report that 
the liquor industry has not yet! 
realized its full marketing poten- 
tial. In gift marketing promotional 
and advertising appeals, the report 
says, “a clear enough relationship 
to year-’round brand messages has 
not been established and, as a con- 
sequence, the public has wholly 
erroneous but nonetheless wide- 
spread doubts about the quality and 
quantity of distilled spirits in hol- 
iday dress.” 


® Despite the fact that the liquor 
industry has spent millions for gift 
packages in the past few years, the 
report says, “the proportion of an- 
nual sales volume in the November 
and December holiday months has 
not changed appreciably, hovering 
around 22% or 23% as it did five 
or six years ago, before the big 
promotional push. 

“November and December vol- 
ume has grown somewhat in this 
period,” the report says, “but in 
view of the unquestioned populari- 
ty of distilled spirits products as 
gift items, many marketers feel that 
a greater concentration of sales of 
a ‘plus’ nature should be achieved 
in the two holiday months. 

“The question has been raised 
within the industry,” it is said, “as 
to whether distillers are not com- 
peting chiefly among themselves, 
rather than against the products 
and brands of other industries vy- 
ing for gift dollars.” 


“4 Bye 


® Some of the major findings of 
the survey are: 


e “On a national basis, 45% of the 
retailers interviewed reported that 
some of their customers felt the 
cost of decanters was offset by dis- 
tillers at the expense of the brand’s 


Main line 
fo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC 


1475 Broadway, New York 36. New York 
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STUCK?” 
Wait! 


Vil call HOMCO! 


i Aa ~ 


© Gecirenie Pres Point indicator ond String Shooting Service © “Khubity* 
Rotary Shows [Competes with dermonds) 
_* @ Nitrogen impact Jars © inside Cutting Tools © Outside Cutting Tools 


© Hydraulic Pulling Took 


" OF GY A VEE 0 Gecamuanon 


LEON SINGLETON 
Advertising Manager 
Houston Oil Field Material 
Company, Inc. 


PROMPT 
SERVICE! 


The ever i ing d 


ds of the petrole: 
require promptness and alertness. 


industry 


Supply stores must be located near the bose of opero- 
tions, stocks must be odequate ond service must be the 
motto. 

HOMCO is o port of the Americon Competitive System 
offering its facilities, dey or night, anywhere, anytime. 
When you think of supplies, think of HOMCO. 


OBJECTIVES: Oil Field Supplies, Fishing and Cut- 
ting Services, and Directional Drilling are the three 
main divisions of Houston Oil Field Material Com- 
pany servicing the oil industry. Because many of the 
products and services of the company were unknown 
to the industry, the campaign had as its primary 
objectives increasing business in all three divisions 
and familiarizing the industry with its many services. 


SCHEDULE: Three-color pages in 11 businesspapers. 


RESULTS: “The result of this campaign has been a 
tremendous success. For nine years, prior to 1954 
this company did not have a regular advertising 
budget. The company advertised its products as they 
were released to the industry. In 1954, the company 
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How HOMCO uses businesspapers | 


Fe Sis ae et ea Re ACE aR, Re oe Sc | as Re eee ade Rs Bess: ee A tied: eae Me, er eee Reg, eae |” eng eC Rt. 1 ee ere eit oe ce eB | | ’ ee re 
ee i i a ee ae ee ee CS 
$ eee lee : ! a Re te ae Saas i e] fash ao so OO a oa Be ie a ee LOREEN? See Fore tes as dee es pd) as Bey As — es NS 
eas ee Ra re pe ee a SZ = SRE aati t Poe ae Ste os ( ait: eat) oro ene be obs F ig aa =)? ae Ree eermetee dan = oe 
16s CGA Rate 8 Se peck ee hae: rg alle cigs? c aa arias ae meee Pu ae ee a 5 axe iin ae Pets ‘ nage Be il. aoe ios ee 
pie ely, {ee dk Che ea agen . ee ee a cre oe a i, eon ae. eee eee es : Sem gre ol eae jc peti lees amen 
3: ee me RS eee a MS ey ee Ne, 3 ee aie Tig? | ai an, ee ee ae ee 
a a . a : a : it VOR aie i 4 Speen c <9 SE ee aoe, ee gee Se Tee oes So as it, Oe alse EN a eae nee igre a 
is - — ‘ . : : : . were ei meren! a ee ce eer i 
EEE 
= ee 
hae) 
Fee ha 
ae 
ee 
ites? 
3 ati 
oe re 
ae oe 
hal 
c te 
ess 
ae 
aoa 
eet 
me ane nein Siiunsnictaniaendtnmmsiel = 7 : : : a a a ~— ar Se 
ies 
3 ALL GOOD SELLING IS SPECIALIZED...AND NOTHING SPECIALIZES LIKE , 
Ages), 
ee 
Be 
Vé' P ~~ ‘ Vua —_ _ — a . 
ee ., re _— Jo 3O eS ; / ‘> 
Soa, Be F : 
: Rae a nag al ? “ 
- ‘ z sae. es a Lae 3 grits: a - Rept as ‘ 
PRA! ebsie re ia: —_ ‘2 é a “ 
— ae we , alg ee 
oer a " ‘ eo - A “ae i . a, 
ike ee Te accu : q alee 
ee sai = . ; oy $3 - oe. : 
Sethe an . ek ’ +48 a * 
slit, NAS =< el 2 f “omg j ee Mg 
iio ‘ted ¥ : fener ee Mi! = is 
Sig 3 ae if “4 By: iy Somme Mme al ; . 
heat " - 7s ’ ‘f, “euros ma” 2 
ae: a A F é ae , ’ 
os i orth > — / oe Sf uy o re , ‘ 5 
-, a = +epr 3 it 2 ii ay re ft ’ x 
: Pea i a Tb aes nad, 2 s 
i ‘ " , 9 
| f (a _ HOMCO’S reputation 
| , . \ i 
is built on it! -? 
“ane 
ho ey 
ag bite | 
- They are immedictely available by phone and one call can do it all. in 
: oven ‘4 é 
| ee ‘ * ~ Q 
 Becwerencnmees 
SE EN, 
| ? : 
i eee ¢ a 
rae F 
4 mittee | ¥ © Circubating & Releasing Spears © Circulating & Releasing lockscrew s 
hegre ° lertente Onsite 2 Stel City Yeth, # Sap § 
tars © Topered Taps © Subs © Box Tops © Mi © Solety Joins | 
2 é ’ ay 
eco | fee oT MES Sea an ? se ; 
ao | 
Cay QESEARCH — DEVELOPMENT — ENGINEERING — MANUFACTURING 
ait a COMPETE 24.HOUR SERVICE — anerwwant — anrrane = Pty, 
fac ‘ wt OH 4 a ae OK te 
ee wmepusTers t 
re es. nen ae a 
Wied OP Mtn hemes _ a 
fe j HOMCO pedi mc tach Copte: 5 ' “ne tenn? | 
ss SUR vice j soured bn ib Galvan Tear a % seers py re 
: ra Ss camera tame po - 
? PE ORL) AREY (50007000 eS "ag. en ae 
_ THE WORDS UARGEST INOUFENOENT ONNELD SUPT AND SERVICE Oegamzation i 
eo ce > = 4 — 7. 
‘a rs: sd > 
Pe : } 
oe 
bs 
war 
: a 
- 
TT 
ee 
tok 
ga 7 
rete 
aN ee 
a ; 
aoe ee 
Jeeta 
bStape® 4 
ere 
on —_ *. 
; ; 
j ~~ 
‘weer ; j 
: —Tr 
eaten 
; omer | , 
| :] 
| 
4 _—— 
ead = rune : 
ace — ‘i 
Bae. —ne f , ; 
fie = gt “ 
. te — — 
ae = on Senn 
gauss DS — ; : ‘ i 
: - : aw if %, | 
ra 
i le abe 
ay Coa ; 
ane 
? ae 
hep? 
ae oe 
ally 7” 
4 sce 
eee eee 
ae 
se. ee 
Oe 
a 
ee 
OE Re pe “ ae ee. 1 - : bee Fc ‘ ne 
aaa ee SS: ap eae + cote glee eS 5 RA ee ees hs. ae Be a ee AS, a | aan 
: ‘ ; tel orga ee f as Be ie x Pi ge, SN uh a Cee ieee SP et, . ‘eee 
ty Rei eh eae ay iiss a ee = a ee ee ae et ata é 
Visa eas ; st i 5 aig em a ; eee i as ie in, ee oem gon ue eas 
aE: sre) ees Ap s i) = i . ; ys a oe 2 i Ce a eer ers te bagi 2, Take ‘ 
aed : Be eee oe oc. wee ae ye eS ee he ee ree 


Advertising Age, March 10, 1958 


LJA Changes Name to 
Petrick, Amandolare & Daynow 


Dell Groups Reduce Rates 
Modern Screen, New York, a Dell 


LJA Inc., New York agency, has| publication, will slice its guaran- 
been renamed Petrick, Amandolare | teed circulation 200,000—to 1,100,- 


& Daynow. Louis J. Amandolare, 
whose initials formed the former 
agency name, will continue as pres- 
ident. The other principals are Jean 
Petrick, treasurer and director, and 


Herbert Daynow, exec vp and di-| 


rector. 

Prior to organizing LJA in 1957, 
Mr. Amandolare was art director 
of Kirk & Brown, and Mr. Daynow 


000, effective with the May issue. 
Rate for a b&w page will be cut 
$553—to $3,042. Four-color will be 
reduced $830—to $4,570 for roto- 
gravure, and $845—to $4,655 for 
letterpress. Rates for the Modern 
Group and Screen Unit of Dell, 
both involving Modern Screen, will 
also be reduced. 


was an account executive. Miss Street & Finney Names Three 


Petrick was an account executive 
with Telesales Inc. 


Street & Finney, New York, has 
appointed Paul C. Indorf copy 


|chief, Jay Glogower an art direc- 
tor, and John A. Zalud director of 


research. Mr. Indorf formerly was | 


a copy supervisor at Dancer-Fitz- 
gerald-Sample. Mr. Glogower pre- 
viously was with Cunningham & 
Walsh. Mr. Zalud previously was 
with Benton & Bowles. 


Marineau Joins Swanson 
Edward W. Marineau has been 

|}named national sales manager of 

| Swanson Cookie Co.’s franchise di- 


| vision, Battle Creek, Mich. Mr. Ma-| 


rineau previously was director of 
sales and advertising of Battle 
Creek Food Co. 


THE BUSINESS PRESS 


re 


| hits the GD 


WITH DIRECTIONAL DRILLING 


HOMCO OFFERS A COMPLETE 24-HOUR SERVICE ANYWHERE ANYTIME 
Bevee oh pee se an veer mg 


THE ONL 
mousteys 


MOUSTOM Teas 


adopted a limited advertising budget. This was 
increased in 1955 and 1956. At the same time, a 
concentrated sales program was launched, and through 
the tireless efforts of all HOMCO sales personnel, 
backed by this comprehensive advertising program, 
the company enjoyed a volume of business in 1956, 
in excess of $32,000,000. The company’s stock re- 
acted to this program by reaching an all time high. 


“As a result of our businesspaper advertising, along 
with increased sales effort and determination, we 
look forward to an even larger volume of business in 


the future.” 


AGENCY: Rives, Dyke and Company 


205 East 42nd St., New York 17, N. Y. « 201 North Wells St., Chicago 6, Ill. « 925 15th St., N. W., Washington 5, D. C. 


Sidetracking 
Straightening 
Surveying 


Mow Tort Offre 
OF Madmen Avance 
ew Tot, YF. 


Ht WORLET LARGEST INDEPENDENT GEARED tuPhY ano SeevicE Ofcandnon 


tna a a | 


“Businesspapers ... The Working Press.’’ This 
booklet spells out the function of the business 
press in today’s economy. Shows intensified use 
of the medium by American business men... 
and illustrates effective use of businesspaper 
advertising pages. Sequel to such famous ABP 
“best sellers’’ as ‘Tell All’ and ‘Copy That 
Clicks."’ Ask ABP, or an ABP member, for a copy. 


THE ASSOCIATED 
BUSINESS 


PLANOGRAPH! 

PUBLICATIONS App WHY TAKE LESS? 

LOOK FOR THESE SYMBOLS \|[Singieweight Quantity Sa? Ox 10 
OF WANTEDNESS: They iden- Glossy 25 $ 2.75 $ 4.00 
tity bers of the Associated Founded 1906 Prints 50 4.50 6.00 
Business Publications . .. lead- _ f= 4 RY 9.50 
ing businesspapers, working to- 500 30.00 ry 
gether to give their readers— 1000 55.00 75.60 
and their advertisers—more for Negative 115 165 
their money! 


Packaging Is Equal 
of Other Selling 
Tools, Panel Says 


MINNEAPOLIS, March 4—The 
change of America from a nation 
of needs to a nation of wants has 
made product packaging an equal 


ucts division of General Mills, 
outlined six principles to guide 
package design. 

First, he said, remember that 
there is as much competition on the 
outside of a package as there is 
inside. The consumer is always 
looking for a bright approach—for 
this year’s model. The store owner 
is playing a growing part in deter- 


partner with the three traditional| mining the success of a product. 
sales keys of advertising, salesman- | To sell the store manager you have 
ship and merchandising, a three-|to meet his package needs—such 
man panel told the Advertising| @S easy storage and display, Mr. 
Club of Minneapolis. | Weaver said. 

Joe Weaver, manager of adver- | Consider how the package will 


wal : _| perform in the kitchen, he said. For 
tising services for the grocery prod example, will it store easily, pour 


CANADA — with o complete line 
of fishing end cutting tools. 
Trained supervisors ore ovoilable 
at ail times in Conadian oil fields. 


NEW YORK CITY — with « com- 
plete export division 


MEXICO CITY — with o full-time 
Homco employee handling equip- 


ment ond services 


These new locations, combined 
with Homco's 41 bronches in the 
United States. maintain Homco's 
leadership and position os the 
World's largest independen' oil 
field supply ond service orgoni- 
ration. 


Whotever you need in the oil- 
fields — supplies — cutting or fish- 
ing — directional dritling — elec- 
trical well services — Homco has 
the men, the moteriols and the 
services near you to do the job 
ond do it right. 


gs nttsy 


MOUSTON TeEAs 


THE OL INDUSTRY'S MOST C 


%, Whipstocks * Spud Bits - Deflecting Tools - Combinotion Jer ond Key-Seot Reamers 
Hole Openers » Mechonica!l Onenting Took * Single Shots 
. Go Devi Mutnple Shot instruments * Reploceable 


easily, seal and reseal? Rising costs 
|are the greatest danger, he assert- 
ed. Many believe that slight chang- 
es are “safer,” he said, “but look 
at the change that made the cigaret 
industry flip its lid.” 


|@ Del Neitzel, art director for 
|Reynolds Guyer, package consult- 
,ant, told the club that convenience 
|must be a prime concern in pack- 
‘age design. 

George Robertson, of Flour City 
|Paper Box Co., St. Paul, said that 
|the carton industry now can offer 
containers produced by the most 
|economical methods and with al- 

j most any imaginable process. # 


WHIM Seeks Stock Transfer: 
Gerken to Become President 

| Richard Gerken, general manag- 
|er of WHIM, Providence, R.I., will 
become a _ stockholder, president 
and a director of Buckley-Jaeger 
| Broadcasting Corp., owner of the 
radio station, pending approval of 
|Federal Communications Commis- 
| sion. 

The application to the FCC pro- 
\vides for a 20% stock transfer to 
|Mr. Gerken from the holdings of 
|Richard D. Buckley and John B. 
| Jaeger. Mr. Gerken will continue 
| as WHIM’s general manager. 


_Grosset & Dunlap Boosts 2 


| Charles Antin, sales promotion 


| manager of Grosset & Dunlap, New 
| York, has been appointed advertis- 
ing director in charge of advertis- 
ing, sales promotion and publicity 
for the book publisher, and for 
Wonder Books Inc., a _ jointly- 
owned affiliate of Grosset & Dun- 
lap and Curtis Publishing Co. Nils 
| Shapiro, formerly a member of the 
ad department, succeeds Mr. An- 
tin as sales promotion manager. 


Blode Stobst: rer 


OMPLETE SERVICE 


DID YOU 
KNOW? 


| 
| 
| 
| 
| 
GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PHoTo ELM 


59 E. Illinois St., Chicago 11, Ill. 
Whitehall 4-2930 
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Skiatron, Telemeter 
Seek Repeal of L.A. 


by the Southern California Theatre| they intend to try to set up their 
Owners obtained the necessary | systems again later. 
100,000 signatures to force its be- Skiatron is rumored to have the 


Pay TV Franchis 
es ing placed on the ballot. inside track on pay tv telecasts of 


Los ANGELES, March 4—Skiatron| Pay tv opponents want the vote | Los Angeles Dodgers games. What- 
Inc. and Fox West Coast-Interna-!as soon as possible. Skiatron and/| ever effect the repeal might have 
tional Telemeter have asked the Telemeter apparently want 
Los Angeles city council to repeal | avoid a showdown at this time. | 
ordinances granting them fran- game rights to commercial televi- 
chises to set up lines for closed-cir- | § Although the repeal requests of | sion. Skiatron is seeking letters of 
cuit pay television. |the two companies were separate | intent from municipalities outside 

The requests were made as the actions, it appeared both acted for|of Los Angeles in Los Angeles 
council considered whether a ref- the same reason: They fear the is-| County and Orange County. If and 
erendum on the ordinances should sue is becoming a political football| when a potential audience of 500,- 


| tory when, following the awarding .an intelligent vote would not be, 
of the franchises, a group headed | possible at this time. Apparently, | 


} 
to | on Skiatron’s plans, it is understood 
that the Dodgers will not sell their | 


be put on a June 3 ballot or a Nov. and that the opposition of the the-/| 990 sets is lined up, Skiatron will 


4 ballot. The decision will be made | ater owners and others is clouding | start operations, thus raising the 
this week. |the issues. Both complained that possibility that Dodger games may 
The referendum became manda-/|the public is now so confused that) be telecast in Los Angeles environs 


but not in the city. 


Texas’ fastest growing standard metropolitan area — population UP 88% above 1950 by 1960! — SM, Nov. 10, 1957 


Texas Pay-TV Plans Reported 


Two companies are reported to 
be planning pay tv installations in 
the Houston area—one in metro- 
politan Houston and the other in 


|has applied to the Federal Com- 
munications Commission to serve 
| Houston, according to Dick Thrall, 


CIRCULATION 
OVER 
63,000 


SEE YOUR NEAREST TEXAS DAILY PRESS LEAGUE OFFICE 


Only the Lubbock AVALANCHE-JOURNAL 
SELLS the Lubbock market! 


meter Corp., a subsidiary of Para- 
| mount Pictures, is considering test- 
|ing its system in Texas City—the 


| setup. 


NEW EMPLOYEE INCENTIVE PLAN 
makes productive people stay 


Holding a productive person, keeping him invulnerable 
to the most attractive lures is the main business of 
Mutual Benefit’s low-cost Selective Incentive Plan. 


complex bookkeeping is eliminated yet it will equal 
or excel many of the more costly plans offered. 


Write today tor information on S.1.P. 


Mutual Benefit Life Insurance Co., Dept. AD. 
Newark 2, New Jersey 


Whether you have one selected employee or more, the 
Selective Incentive Plan can go to work forcibly for 
you ... keeping productive people on your side, en- 
couraging outstanding newcomers and developing the 
extra effort that will make your firm grow. 


Please send me your free booklet 
“Green Light to Business Growth”. 


Now, you can provide your selected employees with 
security and cumulative dividends in a program that 
is tailored to your size and budget. S..P. is easy and 
flexible. No Treasury approvals are necessary ... . 


se 


“Productive People are your most important Asset” 


MUTUAL BENEFIT LIFE 


The Insurance Company for TRUE SECURITY 


nearby Texas City. Custom TV Inc. | 


|vo- In addition, International Tele- | 


first U. S. trial of the Telemeter | 


Advertising Age, March 10, 1958 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


For admen, it’s a gold mine. No where else can you find the 
multitude of useful market data issued by advertising media, 
trade associations and other sources throughout the country listed 
all in one place—in the annual Market Data section of ADVERTIs- 
ING AGE, which will be published for the 11th consecutive year in 
the May 5 issue. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

More than 1,500 separate pieces of market data were listed in 
the section last year, and readers of ADVERTISING AGE sent in re- 
quests for 62,000 individual pieces. 

Advertising media, associations, trade groups and others are 
urged to submit their market studies and compilations for inclu- 
sion in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1957, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other con- 
ditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 10, 1958. 

Market data material scheduled for publication before Sept. 1, 
1958, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 10. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApverTIsING AGE, 200 E. Illinois St., 
Chicago 11, with any necessary explanatory notes. 


Cuticura Products Get Push; Two Join KTVU as A.E.s 
| Putnam Is Potter President | James Diamond, former San 
Potter Drug & Chemical Corp.,| Francisco agency owner and KJBS 
|Malden, Mass., is using more than account executive, has joined 
40 magazines and nearly 100 Sun- KTVU, San Francisco, as an ac- 
|day newspaper magazine sections count executive. Norman H. Cun- 
in 1958 to promote its “full treat- ningham, formerly with Townsend, 
ment” theme for three Cuticura| Millsap Co., also has joined KTVU 
products—soap, ointment and liq- | as an account executive. 
uid. Atherton & Currier, New York, 
is the agency. Irwin-Willert to Stocker 
___ The company has elected Francis; Irwin-Willert Co., St. Louis 
|M. Putnam, who has been secretary | maker of Flush-Clean tank tablets, 
and exec vp, president, succeeding | has named Glee R. Stocker & As- 
|Samuel M. Best, now chairman of | sociates, St. Louis, to handle its 
|the board. advertising, publicity and public 
relations. Wesley K. Nash Co., St. 
Louis, is the previous agency of 
record. 


| 


| Chemstrand Appoints Two 
John F. Naughton Jr., formerly 
a merchandising executive with 
Victor A. Bennett Advertising, has| Munford Appoints Clark 
joined Chemstrand Corp., New! Charles H. Clark, formerly sales 
| York, as men’s wear merchandising |and advertising manager of New- 
|coordinator. Cecil E. Bundren,| port Soap Co.,.a Safeway subsidi- 
formerly with Bonwit Teller and|ary, has been appointed San Fran- 
Lord & Taylor, has joined the com-|cisco manager of James E. Mun- 
|pany as a retail merchandising ford Co., Los Angeles publishers’ 
| representative. representative. 


ra Wi 


.-- Call Laurence for quality engravings 


— 


FINE PHOTOENGRAVINGS 


FOR OVER 25 YEARS 


ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS”? IF 
NOT, WRITE OR PHONE TODAY. 


INCORPORATED - CHICAGO 
547 SOUTH CLARK STREET 
WABASH 2-6284 
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IN NEWSPAPER MAGAZINES 


and the newspaper’s own magazine 


LEADS THE FIELD! 


1957 ADVERTISING REVENUE YOUR ADVERTISING IN SUNDAY PUTS 


YOU IN GOOD COMPANY 


NATIONAL Advertising — $33,000,000 
SUNDAY 6 a a a ee $45,000,000 Among leading national advertisers in SUNDAY are ‘ 
j Procter & Gamble Co. + Lever Brothers Co. * Libby = 
This Week ..............-.--. 39,214,610 McNeil & Libby * The Toni Co. * American Telephone ir 
American Weekly ............. 24,749,961 & Telegraph Co. + J. P. Stevens Co., Inc. * Jos. Schlitz 
Brewing Co. « Kimberly-Clark Corp. * Simoniz Co. 
EEE 4 bak 4° bak HORS EW OW Ke 19,424,430 Quaker Oats Co. * Parliament + Radio Corporation of 
America * RCA Whirlpool * Norwich Pharmacal Co. * 
Family Weekly CO CKCP CEP DSR CD 7,600,263 Abbott Laboratories * Bristol-Myers Co. * Campbell 


Soup Co. * Doubleday & Co., Inc. * S. C. Johnson & 
Son, Inc. * Simmons Co. * Swift & Co. * Yardley of 


ABC CIRC.—MARCH, 1957 London, Inc. + Pillsbury Mills, Inc. 


and many more. 


RETAIL Advertising — $12,000,000 
SUNDAY ee ee ee ee ee 17,642,111 City by city, store by store, the greatest names in 
: retailing all buy SUNDAY — Macy’s * Gimbel’s 
This Week ................4.. 11,972,920 Marshall Field & Co. « Carson Pirie Scott & Co. * The 
: Halle Brothers Co. * Crowley-Milner & Co. * The J. L. 
American Weekly eit ly of of | Singh ae 10,216,061 Hudson Co. * Strawbridge & Clothier * Kaufmann 
Parade RE ates sad oe Eee 7,920,694 Department Store, Inc. * The Hecht Co. * Hutzler’s 
: Jordan Marsh Co. * Adam, Meldrum & Anderson Co. 
POMMIT WOORET oi ce cee cul 4,287,741 John Schillito Co. « F & R Lazarus & Co. * Denver Dry 


Goods * Younker’s * L. S. Ayres & Co. * The May Co. 
Schuster’s * Dayton Co. * Bambergers * Famous-Barr 
Co. * Bon Marche 
and many more. 
Individually edited to serve the nation’s leading markets ADVERTISING AGENCIES 
SUNDAY is owned, edited and published by... Among leading agencies which favored SUNDAY in 


: i - 1957 are the J. Walter Thompson Company * McCann- 
Baltimore Sun Detroit Free Press Philadelphia Inquirer Erickson, Inc. * Young & Rubicam, Inc. « Batten, 
Boston Globe Houston Chronicle Phoenix Arizona Republic Barton, Durstine & Osborne, Inc. * N. W. Ayer & Son, 
Boston Herald Indianapolis Star Pittsburgh Press Inc. * Benton & Bowles, Inc. * Kenyon & Eckhardt, 
Buffalo Courier-Express Los Angeles Times Providence Journal Inc. * Foote, Cone & Belding * Leo Burnett Com- 
Chicago Tribune Milwaukee Journal St. Louis Globe-Democrat pany, Inc. * Grant Advertising, Inc. * D’Arcy Adver- 
Chicago Sun-Times Minneapolis Tribune St. Louis Post-Dispatch tising Company * Dancer-Fitzgerald-Sample, Inc. 
Cincinnati Enquirer Newark News St. Paul Pioneer Press Compton Advertising, Inc. * Erwin, Wasey, Ruth- 
Cleveland Plain Dealer New Orleans Times-Picayune Seattle Times rauff « Ryan * Fuller & Smith & Ross, Inc. * Grey 
Columbus Dispatch & States Springfield Republican Advertising Agency Inc. * Campbell-Mithun, Ine. 
Denver Post New York Herald-Tribune Syracuse Post-Standard D. P. Brother & Company * Needham, Louis & 
Des Méines Register Sane Wadi Miele Washington Star Brorby, Inc. * Donahue & Coe, Inc. * Tatham-Laird, 
Detroit News . Inc. * J. M. Mathes, Inc. * Bryan Houston, Inc. * Do- 


herty, Clifford, Steers & Shenfield, Inc. * Ogilvy, Ben- 
son & Mather, Inc. 
and many more. 


the newspaper's own magazin 


Over 17,000,000 ABC Circulation 


260 Madison Avenue New York 16, N. Y. MuUrray Hill 9-8200 
CHICAGO ° DETROIT e LOS ANGELES ° SAN FRANCISCO 
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Rayon Institute Trade Ads Compare Tire 
Cord with Nylon; Consumer Ads Tell Benefits 


New York, March 4—American 
Rayon Institute has allocated $1,- 
750,000 for advertising and sales 
promotion for fiscal 1958, about 
the same as 1957. About 70% of 
this will promote rayon tire cord, 
the remainder will push rayon 
textiles. 

Tire cord is getting a slightly 
larger share of the budget than 
last year, with the result that trade 
and consumer media lists have 
been expanded. Consumer ads will 
appear in Life, Look, Maclean’s 
Magazine and the Canadian issue 
of Time, in addition to The Sat- 
urday Evening Post and Time, 
used last year. 

The trade campaign will be ex- 
panded to include automotive 
dealer and oil company publica- | 
tions, in addition to the tire, rub- 
ber and fleet owner publications 
hitherto used. r 


vertising for tire cord will be built 
around a “five ways best by test’ | 
slogan based on field tests which 


tires made with nylon cord in 
sistance, (2) greater tread mile-| 
age, (3) less growth—better steer- 


(5) extra retreadability. 

These five selling points are fea- | 
tured in the consumer ads with no} 
reference to nylon cord; in the) 
trade ads, however, the compari- | 
son is made. 

These comparative rayon-nylon 


of a new sound and color film 


which the institute is now distrib- 
uting for group showing. 


= The institute’s second trade 
contest will get under way March 
17. All expense trips to famous re- 
sorts will be offered as prizes to 
automotive dealers for the an- 
swers to questions concerning the 
superior qualities of rayon cord 
tires. The institute’s first contest, 
held last year, was for tire deal- 
ers and brought 11,000 entries 
from 25,000 dealers on the list. 

Tire dealer publications included 
in the trade campaign are NTDRA 
Dealer News, TBA Review, TBA 
Merchandising and TBA News. 
Fleet publications wili be Com- 
mercial Car Journal, Fleet Own- 
er, Transportation Supply News 
and Transport Topics. Automotive 
books will be Automotive News, 


Others on the list are Automotive 
News and Super Service Station. 


volve five projects: 


furnishings. So far, 


Magazine and spring and fall is- 
sues of House Beautiful and Liv- 


the schedule. 


McCann-Erickson is the agency. | Sunday supplements. Other maga- 


Cary Joins Connor Agency 


Chicago, has 


Inc., Aurora, IIl., agency. 


New Rayon Cord Tires...for greater safety at modern-highway pace! 


‘BEST BY TEST’—This color page in the April 26 Saturday Evening Post 
will launch the 1958 American Rayon Institute campaign for rayon 


— 


tire cord. 


| eepation Backs Baby Week 

DAC News and NADA Magazine, With Evaporated Milk Drive 

Carnation Co. will back the ob- 
= Both consumer and trade ad- Chain Store, National Petroleum) servance of Baby Week, April 26- 
May 3, with a strong schedule in| 
The textile campaign will in- | magazines, television and radio, 
two pro-/| using the theme “Headquarters for 
showed tires made with new im- | Motions for women’s fashions, one Baby Needs,” to promote its evap- | 
proved rayon cord are superior to | for men’s wear and two for home | orated milk. The theme will be pre- 
the April| sented to the trade as offering op- 
these ways: (1) greater heat re-| Vogue, March 16 New York Times| portunities to move high-profit 


‘and Allen and Art Linkletter| 
shows will feature Carnation Baby 
Week. The Linkletter CBS radio 
program, and “Carnation Milk 
Time,” on the Keystone network, | 
|also will plug the promotion. Er-| 
win Wasey, Ruthrauff & Ryan, Los | 
| Angeles, is the agency. 


Gannett Acquires KOVR-TV 
Gannett Co., Rochester, N. Y., 


| items in infant needs departments. | operator of 22 newspapers, four ra- | 

Full-color ads will run in The| dio and three tv stations in Con- 
ing control, (4) quieter ride and ing for Young Homemakers are on American Weekly, Family Weekly, | necticut, Illinois, New Jersey and 
|Life and Parade and independent |New York, has purchased KOVR- 


zines scheduled include 


py Stockton, Cal., from H. Leslie 


Farm | Hoffman of Los Angeles for an un- | 
| 


Journal, Household, Modern Ro-| disclosed price. 
Charles Cary, heretofore on the|mances, Progressive Farmer and| 
copy-contact staff of Buchen Co.,| True Story. Ads will also run in| Williams Named A.M. 


joined the copy-|Baby Care Manual, Baby Talk, My 
tire cord tests are also the subject contact staff of Connor Associates | Baby, and 13 professional medical | 


|journals. On television, the Burns 


Robert L. Williams, formerly as- | 
sistant advertising manager of the | 
| industrial products division of 


ADVERTISING LEADERSHIP 


of the BUFFALO EVENING NEWS 


Sell the News readers and you sel! the whole 
Buffalo market of over 1,600,000 people 
Write for new Market Data book 


The excellence of its daily editorial production 


...its complete and comprehensive news report... 


its many features of interest to all members of 


the family... its abundance of pictures make The 


NEWS a great newspaper and a medium remark- 


able for advertising results. 


BUFFALO EVENING NEWS 


KELLY-SMITH CO 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


has been named advertising man- 


Gardner-Denver Co., Quincy, IIL, ' 


ager of the company. He =" 


William Knodurer, who resigned. 


Hotiman Joins Ogden Papers 

| Edwin F. Hoffman Jr., formerly 
advertising director of Traffic 
| World, has joined Ogden Publish- 
\ing Co., New York, as advertising 
| director of Glass Packer and Glass 
| Industry. 


Sullivan, Stauffer Volunteers 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has volunteered 
its services to the Advertising 
| Council for the 1958 mental health 
/campaign for the National Assn. 
of Mental Health. 


Harmon Joins Hal Sandy 

Austin Harmon, 
| vertising manager of Goldman’s, 
Kansas City, Mo., jewelry stores, 
has joined Hal Sandy Inc., Kansas 
City agency, as creative director. 


In Paris 


it's the Eiffel tower . . in Kansas City it's 


ia a -ansen ee a : _— 


TALLEST SELF-SUPPORTED TOWER 
ADCASTING HOUSE 


part 


KCMO's “‘Eye-ful 


we 
ne aS ee 


I" tower 
oe 
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| 


formerly ad-)| 


} 


Advertising Age, March 10, 1958 


KCMO tower 
1,042 ft. 


ha—LEiffel tower 
984 ft. 


A 


S >> 


“4 


—— 


sy 


Were 


4 
= 


\>> 


74 


Pw 


= Ee eee 
a 2 oe Oe we ee eee ee a oe 
- a 0 Oe 
= a 
| se 
oe ees a tee men ee 
: a ‘SM i a 
ie “4 ee a. + = . - +f 
= 58 aS | ‘eR 
: | TE ee ot ae a 
- | rq 
’ | res . 
ue Els | 
= —_ : = — em tage AND 
\B 
a - tow 
: | pa 
oe p= 
% A@d> oolworth 
a Yee) ——Bidg.. 
as PA 792 ft. 
a RN | 
: ARK 
. | (Qy 
ee = 
po ANP 
, NN | 
is) 2 I~ 
. ‘aN 
NK | 
ANS 
Va, 
oe °a\ 
— a - | 
as TTT SY | << 
: es So ON 
ms V4) x7 
ee Mak (\ 
- 4 (\} 
a — | JN 
- oe ee Ne 
£ | re | 4 RN 
om ire ee | KOK / 
pe mh e ee Dex 
es Dos "7 ee ANY 
5 ae fle ; ns Po YESS 
a eS | pra 
7 es a an 
: ee eS 
rr <K 
P D SS 
i ER: 5h ON 
| i 
is ae has Ce. : tn ee ee ee Bs ~4 te 
= as cet. .s aa Wr SS 
wa ——— a 
pe ||| \ @>- 
caa 
Z - Me ' z t + 
a -TV ano | MmMadaio 
ae x01 at 5 annel 5—maximum power from  KCMO-Radio 810 Ke. with 250,000 watt signat | ae — SIL 
bia _ feet above ground for greater coverage. = station, © | aX 
- . A community leader in programming, public services and award-winning radio news MO ih 1 LX Cas aX | 
“f Sg. ae Reb EE i —- ; a | 
7. + | affiliated with Better Homes & Gardens and Successful Farming Magazines aie 
tl 
ee ee Se ee ee ee. ee a 


aaapeans 


The eye of business management is trained to see a world of 
administration, finance and sales. A different world is captured 
in the vision of our subscriber, the man of Technical Man- 
agement. He sees industry as research, design and produc- 


THE MAGAZINE READ BY 


TECHNICAL 


tion. His scientifically-trained perception sets the buying pat- 
terns of industry. Keen-eyed though he is, he cannot see you 
unless you place yourself in his world . .. which is our world. 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., N.Y.17 


SCIENTIFIC 
AMERICAN 


MANAGEMENT 
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John Hancock Ads 
Win Top Award of 


Freedoms Foundation 


VALLEY Force, Pa., March | 
John Hancock Life Insurance Co., 
Boston, won the top advertising| 
award of the Freedoms Foundation 
at Valley Forge. 

The annual awards are made for | 
projects and programs which 
“build an understanding of the 
American way of life.” Hancock 
won the award for its ad series 
featuring Americans who have 
contributed to the American way 
of life. McCann-Erickson is the 
agency. 


® Other award winners in the ad- 
vertising division were America’s | 
Independent Electric Light & Pow- 
er Companies, for its advertising 
series; Container Corp. of America, 
Chicago, for its series, “Great Ideas 
of Western Man”; DoAll Co., Des| 
Plaines, Ill., for its economic edu-| 
cation series; General Motors ee 


Detroit, for its advertising series; 
Institute of Life Insurance, New 
York, for its anti-inflation series; 
New York Stock Exchange, for its | 
advertising series; Storer Broad- | 
casting Co., Miami Beach, for its | 
National Monument series; Timken 
Roller Bearing Co., Canton, O., for 
its advertising series; Union Oil 
Co. of California, Los Angeles, for 
its advertising series; and Warner 
& Swasey Co., Cleveland, for its 
advertising series. 

The Advertising Council and | 
Yale University jointly won an} 
award in the general category for | 
co-sponsoring a symposium and 
round table on “People’s Capital- 
ism.” 


s Other winners in the general 
category were Look, for its series 
on American cities, and McCall’s,| 
for using its “Togetherness” theme | 
to promote family and community 
living. + 


RCA Reports Sales 
Record; Profits Dip 

Sales of the Radio Corp. of 
America, New York, hit an all- 
time high of $1,176,277,000 in 1957, 
for an increase of 4.3% over the 
1956 figure. However, net profits | 
declined 3.7%, from $80,074,000 in | 
1956 to $77,049,000 in 1957, the 
company reported. Earnings per 
share of common stock went from 
$2.65 in 1956 to $2.55 in 1957. 

The annual report attributed 
the reduction in profits to the 
“softening of general economic 
conditions and the highly competi- 
tive situation in the radio-tv in- 
dustry.” Broadcasting revenues of 
NBC accounted for 25% of the 
sales volume, with commercial | 
manufacturing and services con-| 
tributing 50% and government 
manufacturing and services pro- | 
viding most of the rest. } 


New England isn't 


covered without its 


PURCHASING POWER 
OVER $500 MILLION 


| ORDER — | 


| 
BILL a! | 
BUY! 
Delivers 6 Vermont Newspopers. 
Address: Rm. 516, Statler Office Bidg. 
Boston 16, Mass. 


* Barre Times 


* Brattleboro Reformer * Rutland 
+ St. Johnsbury Caledoman-Record 


VERMONT ALLIED DAILIES” 
. Banner 


| Chicago American 25 years ago as 


| Walsh, 


| ‘Chicago American’ Taps Gatke patch department and finally to. Kameny Adds Two Accounts 


manager of the Pictorial Living 
section production department, the}, peen named to handle adver- 


post he held prior to his new 4P~ | tising for the Cut Flower & Pot 
pointment. | 


Albert W. Gatke, who joined the 


a messenger boy, has been named 
administrative assistant to Stuart 
List, the publisher, and Donald), 
the business yd Reporter’ Boosts Base 


wholesalers. Kameny also has 
Since joining the combined busi- 


The Reporter, New York, will| been named to handle advertising 
ness offices of the old Chicago) increase its circulation guarantee|for Handy Andy Stores Corp., 
Evening American and the Herald | 10,000 to 125,000 effective with the | Yonkers, N. Y., floor tile, paint and 
Examiner in 1932, Mr. Gatke has/ first issue in July, 1958. Rates for | hardware retail outlets. Kameny 
progressed to copy desk clerk,!a b&w page will be hiked $70) also will handle promotion for the 
national ad copy clerk, ad makeup|—to $875. Four-color rates will| Handy Andy franchise division, set 
man, assistant manager of the dis- | be increased $100—to $1,235. |up to franchise dealers in the East 
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to carry Handy Andy depart- 


Kameny Associates, New York, ments. Advertising for Handy An- 
| dy previously was direct. 


Plant Assn., new national trade | “Harper's Bazaar’ Names Two 
association of flower growers and | 


Berta MacDonald, formerly pro- 
motion manager of Harper’s Ba- 
zaar, New York, has been named 
director of merchandising and pro- 
motion of the magazine. Harper’s 


| Bazaar also has named Esther Ly- 


man, formerly merchandising edi- 
tor, to the new post of director of 
editorial service. 
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Parker James Joins Donnelly 
Parker James, former exec vp of 
Standard Outdoor Advertising Inc., 
New York, which disbanded two 
years ago (AA, Oct. 8 and 15, ’56), 
has joined John Donnelly & Sons, 
Boston outdoor advertising com- 
pany, in the new post of adminis- 
trative assistant to the president, 
E. C. Donnelly Jr. Mr. James will 
coordinate public relations, pro- 
motion, advertising and industry 
activities for the company’s op- 
erations on the Atlantic coast, and 


will make his headquarters in 
Boston. 


Scripps League Buys Two 

The Sentinel, Hanford, Cal., and 
the Times, Santa Maria, Cal., 
dailies operated by Fenston News- 
papers, have both been sold to the 


| Scripps League of Newspapers un- 
\der an agreement made by Earl J. 


Fenston, owner, who died Feb. 1. 
Addition of the two newspapers 
expands the Scripps operation in 
the West to 12 publications. 


/Montgomery Ward & Co., has been | 


Grolier Names Smith 
George W. Smith, formerly in| 
merchandising and _ sales’ with} 


|Perry Mohlar, formerly of The 
Saturday Evening Post, have joined 
Parade, New York. Mr. Christian 
is on the New York sales staff. Mr. 
Mohlar is with the newspaper serv- 


appointed tv and radio director |* . . 
ice department in Chicago. 


of the Grolier Society, New York. 
The Grolier Society publishes the 
“Book of Knowledge,” “Encyclo-| Cohen Joins Ruppert 


pedia Americana” and other refer- | Dr. Sidney Cohen, formerly di- 
;ence works. |rector of market research of Gun- 
P ither Brewing Co., Baltimore, has 
Two Join ‘Parade joined Jacob Ruppert, New York, 

Robert Christian, formerly of| brewer of Knickerbocker beer, as 
| Better Homes & Gardens, and’ director of research. 


¥NG ADDRESS FOR FORWARDING "SIMPL 
TS SEND TO OWENS=ILLINOISy eas | 
NG SEVENTH FLOOR, TOLEDO 19 OHIO. 
‘LIEe MANY THANKS FOR YOUR HELPFUL 
JH RAPPARLIE OWENS ILLINOIS ct 
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"HOW 


ISSUE OF NATIONYS BUSINESS= 
| KONEFAL IBM CORP KGN PLT PD 


0 REPRINTS OF "HOW TO SAY WHAT YO 
BUSINESS MAY 1957 IF UNABLE TO D 


ADVISE= 


soe 


VERY AND TE! 
TO SAY WHAT Yc 


i i ee 


Month After Month 
An Average of 2,155 Firms 
Purchase 46,433 Reprints 


.. . of editorial articles from Nation’s Business. 
That’s more than a half a million a year! No 
other business magazine gets so many telegrams, 
letters, purchase orders for reprints. Why? Be- 
cause no other editors report so thoroughly, 
factually and promptly on the three greatest 
interests of today’s business leaders: govern- 
ment problems, national issues, business lead- 
ership. 

You'll recognize the names of most of the 
important firms on the telegrams reproduced 
here—just a handful from hundreds selected at 
random. These big business leaders didn’t wait 
for the mail—they wired because they wanted 
these timely articles without delay. They needed 
them immediately for use in the management 
of their own businesses. 

Advertisers find that this No. 1 all business 
magazine not only holds attention—it also gets 
action. That’s why Nation’s Business advertis- 
ing linage was up 17% in 1957—and up a 
whopping 40% the past 2 years. That's unde- 
niable proof that action in business . . . 


... RESULTS WHEN YOU 
ADVERTISE IN NATION'S BUSINESS 


And the reason is this: of the 780,000 sub- 
scribers, 550,000 are presidents, owners, 
partners in manufacturing, construction, 
banking, wholesaling, retailing, transpor- 
tation. You reach more of these ownership- 
motivated readers through Nation's Busi- 
ness than through the next two business 
magazines combined, and at a lower cost 
per 1000. 


780,000 

PAID CIRCULATION, 
including 700,000 owner- 
ship-motivated business 
executives who have per- 
sono! subscriptions and 
80,000 business-members 
of the National Chamber 
of Commerce. 


Nation’s Business 
. ». edited for 
ownership-motivated businessmen 


ae as 


siRED REPRINTS 


Advertising Pays 
Off Big, Savings 


Association Finds 


Jersey Ciry, March 4—The Met- 
ropolitan Federal Savings & Loan 
Assn. here, which for the past 
month has been running a modest 
$1,200 newspaper campaign seek- 
ing new savings accounts, has 
amazed itself by stirring up no less 
than $1,250,000 in new savings. 

The bank had been expecting the 
| effort to attract perhaps $75,000 or 
| $100,000, according to Herbert Ross, 
|president of Ross Advertising, 
| which handles the account. 
| The association ran five weekly 
quarter pages in the Jersey Jour- 
nal plus one small insertion each 
in the Hudson Dispatch, Union 
City, N.J., and the Catholic Advo- 
|eate, Newark. The ads simply an- 
|/nounced an annual interest rate 
hike from 3% to 34%%. No special 
inducements or special free gifts 
|'were offered. 
| A large percentage of the newly 
gained accounts were started by 
| people who had not previously 
been saving at any other savings 
institution or bank, according to 
Mr. Ross. # 


NBC Names McFadden to Head 
Spot Sales, Names 3 Others 
Thomas B. McFadden, formerly 
|vp for owned stations and spot 
sales at National Broadcasting Co., 
has been named vp in charge of 
NBC Spot Sales, New York, the 
network’s station representative 
division. 
| Also added to the staff of NBC 
|Spot Sales are Warren Steibel, 
|}sales promotion specialist, a new 
| position, and T. E. (Dick) Paisley 
Jr. and Richard E. Farnham, to 
\the radio sales staff. Mr. Steibel 
formerly was exploitation manag- 
er of California National Pro- 
ductions. Mr. Paisley previously 
was with WRCV-TV, Philadelphia, 
and Mr. Farnham was with WBZ- 
| TV, Boston. 


Carroll Named Ad, PR Head 
Robert E. Carroll Jr., formerly 
in the advertising and marketing 
departments of the tool and chemi- 
cal divisions of the Stanley Works, 
| has been named director of adver- 
tising and public relations of E. 
Ingraham Co., Bristol, Conn., 
watch and clock manufacturer. 


The Big, Golden O is for 


Orlando 
(rlando 
(Jrlando 


_ Number One in 
| Central 
FLORIDA 


Orlanda Sentinel-Star has 
5 times the combined cir- 
| culation of Tampa, Miami 
| & Jatksonvilie papers in 
| the Cen. Fla. S-county Area 
— Call The Branham Co. 


The Big, Golden © is for 


(rando 
Orlando 
(Jrlando 


Number One in 


Central 
FLORIDA 


Orlanda Sentinel-Star has 
5 times the combined cir- 
culation of Tampa, Miami 
& Jacksonville papers in 
the Cen. Fla. Scounty Area 
| - Call The Branham Co. 
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Reingold Adds Macaroni Co. 


Reingold Co., Boston, has been 


appointed to handle advertising for | 


Bay State Macaroni Mfg. Co., man- 
ufacturer of Viva macaroni and 
spaghetti products. 


Art Blum Adds Pest Control 

Art Blum Advertising, San 
Francisco, has been named to di- 
rect advertising, sales promotion 
and publicity for Crane Pest Con- 
trol Co., San Francisco. 


fi WEMO BOARD 
pd WEIBRO 


Memos, Recipes, 
School Notes, Grocery Lists, 
Business Reminders, etc., 


@ USEFUL * without Pins oR TACKS. 


PREMIUM for the HOME 


Each board complete with accessories, pecked 

in attractive box with above cover design. An ex- 

cellent gift for all occasions. May be imprinted. 
Send for literature and prices 


3260 W. GRAND AVE., CHICAGO 51, ILL. 


Coming 
Conventions 


*Indicates first listing in this column. 

March 9-16. Assn. of Railroad Advertis- 
ing Managers, Mayflower Hotel, Wash- 
ington, D. C. 

March 11-12. Packaging Assn. of Can- 
ada, National Packaging Conference, first 
Canadian package research forum, King 
Edward Hotel, Toronto. 


March 27. Associated Business Publica- | 


tions, annual eastern conference, Hotel 
Roosevelt, New York. 

April 6-11. National Federation of Ad- 
vertising Agencies, annual convention, 
Del Monte Lodge, Pebble Beach, Cal. 

April 14. Ohio Valley Industrial Adver- 
tising Conference, Cincinnati. 

April 16-17. Point-of-Purchase Adver- 


tising Institute, Hotel Sheraton-Astor, 
New York. 
April 17. University of Michigan, 5th 


annual advertising conference, sponsored 
by the departments of journalism and art 
and the school of business administra- 
tion, in Ann Arbor. 

April 18-19. Advertising Federation of 
America, 9th District, Advertising & 
Sales Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 
Tampa. 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

April 24-27. American Women in Radio 
and Television, national convention, Fair- 


TV-TULSA covers 45 counties where... . 


THERE AR 
TV 


Within the 


“fabulous 45” 


E 319,278 
FAMILIES* 


are 31 Oklahoma 


counties where the retail sales equal half of 
Oklahoma's total — the half you can’t reach 


without TV-TULSA. 


Missouri and Arkansas are a bonus 


Oklahoma market. 


Counties in Kansas, 


this rich 


you get the fabulous 45.° tv... 


* Television Magazine 
August 1957 


TULSA: 


REFRESH WITH 


“Milk 


_ FOR SPRINGTIME ; 


Advertising Age, March 10, 1958 


” | Van Mols to O’Mara & Ormsbee 
Brian Van Mols has joined the 
Detroit sales staff of O’Mara & 


ao Ormsbee, newspaper representa- 


tive. He formerly was with Mc- 
Cann-Erickson and Kelly-Smitn 
Co., both in Detroit. 


Gould to Royal Vitamin 

David Gould, formerly head of 
his own organization, has joined 
Royal Vitamin Co., New York, as 
public relations and advertising di- 
rector for the company’s Royal 


SPRINGTIME FANCY jelly products. 


—The American 
Dairy Assn.’s 
“Milk for spring- 
time energy” 
campaign this 
spring will fea- 
ture this April 13 
Sunday comics 
section ad. Men- 
tions on the “Per- 
ty Como Show” 
(NBC-TV) and 
extensive mer- 
chandising also 
will be used. 


Avon Has Record Sales, Profit 

Avon Products Inc., New York, 
reports record sales and profits for 
1957. Sales rose about 16% to 
| $100,379,694, and net earnings in- 
creased 15% over 1956 to $9,342,- 
505. 


Angostura Bitters to FC&B 

Angostura-Wupperman- Corp., 
maker of Angostura bitters, will 
move its advertising account in 
about 90 days from Erwin Wasey, 
Ruthrauff & Ryan to Foote, Cone 
& Belding, New York. 


mont Hotel, San Francisco. 

*April 25-26. Mutual Advertising Agen- 
cy Network, Bismark Hotel, Chicago. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 1-3. 
America, 5th District convention, Mans- 
field, O. 

May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ 
spring meeting, The Greenbrier, 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Adver- 
tisers, annual meeting, Royal York Hotel, 
Toronto. 

May 8. Agricultural Press Assn. of Can- 
ada, Royal York Hotel, Toronto. 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 13-14. Chicago Tribune Forum on 
Distribution and Advertising, ninth an- 


Assn., 
White 


nual, WGN Studio, Chicago. 
May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 


velt, New York. 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (former- 
ly National Retail Dry Goods Assn.), an- 
nual convention, Palmer House, Chicago. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. 

26-30. American 
national packaging 
New York Coliseum. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B.C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
| Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 
| *Aug. 13-16. Affiliated Advertising 
Agencies Network, annual international 
meeting, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising 
Assn., 37th annual convention, 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4ist annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 14-16. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

*Oct. 22-24. Life Advertisers Assn., 
annual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 
| Nov. 3-4. National Business 


Management 
exposition, 


Chase- 


Publica- 


Advertising Federation of 


Service | 


J 
| tions, Chicago regional conference, Drake 


}and business manager of Automo- 


Hotel. 


Mrs. Joan Webber Dies 
Mrs. Joan Rose Webber, 45, wife 
of Richard L. Webber, advertising 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN. 


tive News, died Feb. 20 in her) 
home in Detroit. She had been ill | 
for the past two years with cancer. 


Ramsey to Fulton, Morrissey 
Wayne M. Ramsey, formerly an 
account executive of St. Georges & 
Keyes and ad manager of Royal 
Metal Mfg. Co., has joined Fulton, | 
Morrissey Co., Chicago, as an ac-| 
count executive. 


ADVERTISEMENT 


Glenda the beautiful secretary 


“They can’t fire my boss. I’ll never be able to run the office 
without him.” 


Sell the boss, yes. But sell his secretary, too. She’s the girl he 
relies on—especially in selecting office supplies and equipment. 
145,000 secretarial career women will know your office ound 
uct—and ask for it—if you advertise in . 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 
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Power. .to get action... 


to move people ...to sell goods 


THE CHICAGO DAILY NEWS 


is first in general advertising 
among all evening newspapers 
in the United States 


Source: Media Records. 
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THE NATIONAL NEWSPAPER OF MARKETING . 


How to Keep Hot in the Coldest Weather... 


Ed Weiss Flays Away at Researchers and Economists— 
Urges Marketers to Use ‘Disciplined Intuition’ 


By E. B. Weiss 
Director of Merchandising, 
Doyle Dane Bernbach Inc. 


“We have reasons to believe that the 
mood for consumer buying will be good 
at the time of our introduction.” 

Know who said that? The sales planning 
manager of Edsel. 

Know when he said that? In June, 1957, 
at an American Marketing Assn. meeting. 

Know what happened? Auto sales in to- 
tal began skidding almost at the very 
moment that prophecy was so confidently 
made. 

Know what happened to Edsel? In the 
first three months the car was on the mar- 
ket, Edsel dealers sold 24,500 cars. 

Know what that means? It means that 
Edsel will be mighty lucky to wind up its 
first full year with 100,000 cars actually 
registered. 

And know what that means? It means 
that Edsel will have achieved just about 
one-half of its minimum goal for its first 
year—one half! The minimum projected 
figure—200,000 cars. And the same speak- 
er quoted above remarked, in June, 1957: 
“Actually, all of us in the general sales 
and marketing office expect to do much 
better than this.” 


Research—-All the Way 

Sans research of any kind, one could 
hardly have made three more inaccurate 
estimates than these three (I'll cite others 
shortly) by Edsel. But these estimates of 
the general economy and of Edsel’s per- 
formance, made just three short months, 
mind you, in advance of the Edsel’s actual 
market introduction, were the result of 
more research of every conceivable kind— 
styling, market, psychological, econornic, 
etc., etc., ete—than had ever before been 
put behind a new product any time, any- 
where, anyhow. 

As a matter of blunt fact, this same 
speaker’s opening remark was: “Market 
research studies by our company on the 
Edsel automobile have covered a period of 
almost 10 years.” Moreover, in what pre- 
sumably was intended to be a masterpiece 
of understatement, he observed about 
these 10 years of market research: “This 
has made it somewhat easier for us to plan 
our product, as well as our advertising and 
sales promotion.” 

Yet I note that the “product” has not 
been well received—that the advertising 
has gone through some frantic changes— 
and that, whereas sales promotion was to 
be almost demure, it is currently pretty 
slapstick, including special allowances to 
dealers reported to range as high as $300 
per car. 


8 Before I proceed further with the Edsel 
story, am I about to urge a moratorium on 
all research? No—not at all. 

But I am about to urge that research, 
which has tended to replace intuition, es- 


E. B. Weiss has never been known for mincing words. But in this 
plea for a return to intuition in marketing, and less reliance on those 
“undisciplined disciplines—market research and economics,” he out- 
does even Weiss in the area of plain and forthright and not necessar- 
ily popular speaking. We are not sure that we agree completely with 
everything Mr. Weiss says here, but we are sure that his plea for in- 
tuition is thoughtful enough to warrant publication and serious study 
by everyone in the advertising business. We assume that someone 
will want to take Mr. Weiss apart, in turn. The field is wide open. 


pecially in our larger organizations, should 
be placed in its proper status. Research 
has grown too big for its breeches. It will 
never, in the world of marketing, take the 
place of disciplined intuition. 

In this connection, I note the oft-re- 
peated assertion that some 70% or 80% of 
“new products” fail when put on the mar- 
ket. I've always been dubious about that 
figure, as I am about most business fig- 
ures. But even if the correct figure is 50% 
—is this record any better than the record 
achieved by our manufacturers between 
1915 and 1930, when manufacturers some- 
how had to stumble along without benefit 
of motivational research, with no research 
into “imagery,” no styling research, and 
without the whole kit and kaboodle of 
modern market research? 


Intuition Seemed to Work 

I seem to recall that Henry Ford did 
pretty well with the Model “T” sans re- 
search—a bit better than was done with 
the Edsel! I think the Ford Model “A” 
(the greatest car ever built) did fairly 
well with little research—again a bit bet- 
ter than has the Edsel to date. Messrs. 
Eastman, Goodyear, Heinz, all trusted 
their instinct, all acted on intuition in 
their marketing and all laid mighty solid 
foundations for enduring businesses. I 
doubt their intuition led them into a 70% 
error rate when introducing new products. 

As a matter of fact, practically every 
great business in existence today was 
started and originally built by a man with 
a vision—not a man with facts, figures, 
research—but a vision. And what is a vi- 
sion but intuition? (And haven’t our great 
scientists, including Einstein, credited 
some of their major achievements to intu- 
ition? And what is intuition but simply a 
blinding flash of enlightenment stemming 
from broad experience and knowledge? 
This, be it noted, is quite different from 
hunch. I am not talking about hunch but 
rather about that strict form of mental 
discipline that intuitiveiy evolves, out of 
a vast knowledge and experience, the cor- 
rect answer or the correct procedure.) 


s My view is that market research is very 
much in the same class as economics. Both 
are undisciplined disciplines. Both should 
be encouraged. Both will make valuable 


contributions—ultimately. 

But both claim omniscience. Yet the 
record of both, to date, is pretty dismal. 
Market predictions and economic predic- 
tions have not even scored as well as 
might be anticipated by the working of 
the law of probability. And just as among 
any group of economists (as is happening 
right now) you will find the most amaz- 
ingly contradictory conclusions regarding 
the business future—so, I am certain, if 
two groups of market researchers were 
separately to study a single problem, like- 
ly as not they would come up with con- 
trary conclusions and recommendations. 


Indeed, I earnestly believe that the 
greatest users of hunch, as differentiated 
from intuition, are our economists and 
our market researchers—but they cover 
up their dependence on “feel” by hiding 
behind statistical smokescreens and se- 
mantic gobbledegook. 


How About Car Shopping? 

Let’s return again to that June, 1957, 
talk by Edsel’s manager of sales planning. 
Here are some additional comments taken 
from that talk, accompanied by some run- 
ning comments of my own: 

1. “We have found that cars have defi- 
nite personalities of their own and that a 
man buys a car which he believes best ex- 
emplifies his own personality.” 

Is that why cars are sold today in a 
price jungle? Is that why the car buyer 
shops one car or another, within a certain 
class, quite indiscriminately? Is that why 
more trips are made to shop a car today 
than to shop for furniture—for rugs? (Car 
buyers may shop more for a new car than 
they do for a new home!) Are they search- 
ing for the mirrored reflection of their 
personality, or for a price? 

2. “For some years there has been a 
growing trend toward cars in the medium- 
price class.” 

That appears to have been the case— 
until just about June of 1957, when this 
observation was made! About that time, 
cars in the medium-price range began to 
move sideways vis a vis the lower-priced 
cars; currently, the lower-price cars are 
holding up somewhat better than the me- 
dium-price cars. 

3. “Clearly, the economic climate favors 
a continued trend to medium-price cars.” 


Not in the first half of 1958, no sir. I 
don’t know whether this was an economic 
prediction or a marketing prediction; 
probably both. It was made, remember, in 
June, 1957. It could not have been more 
wrong, for the short haul. 


s 4. “Since Edsel’s consumer research 
could give only a general idea cf the styl- 
ing principles car buyers prefer, the actual 
features and form of the car had to be 
developed in a stylist’s ivory tower.” 

Now that’s a damaging admission! And 
pretty contraditory to most of what pre- 
ceded and follows it. Ten years of market 
research of every kind, including styling, 
social imagery, research to make certain 
that a car “becomes a very real exten- 
sion of the owner’s desired personality,” 
to quote the speaker—and still depend- 
ence must be placed on the good old ivory 
tower! And what is that ivory tower built 
of—but intuition? 

5. “The final concept (of the Edse}) as it 
looked in plaster was satisfying to every 
designer in the company, and when you 
get 800 stylists under one roof to agree 
they like a creation, you have unusually 
high agreement.” 

Now there’s a remark I’d like to linger 
with. First, maybe it did please all of those 
800 designers, but obviously the record to 
date suggests it hasn’t pleased the car- 
buying public with equal unanimity. Sec- 
ond, since when did 800 really creative 
people of any bent—from copywriters to 
designers—ever agree unanimously on a 
creation, or on anything under the sun? It 
just never happens. It can’t happen. It 
shouidn’t happen. It mustn’t happen—be- 
cause where unanimity of conclusion ap- 
pears in connection with the creative 
process, then the creative process itself 
has failed. Even under our present-day 
horrible status of conformity in our larger 
corporations, I find it difficult to believe 
that 800 creative people agreed on a de- 
sign. 


s 6. “Ford Motor has invested $250,000,- 
000 in the Edsel—a major venture by any 
calculation in a relatively unpredictable 
market.” 

A rather damaging admission, wouldn’t 
you say? Ten years of market study, and 
still “a relatively unpredictable mar- 
ket?” How unpredictable is “relatively” 
unpredictable? Judging by Edsel sales to 
date I would say it means “totally” un- 
predictable! 

7. “We have studied and rehashed some 
4,000 separate decisions, from the pros and 
cons of hubcap styling to the basic ques- 
tion—why build an Edsel at all?” 

The temptation to be facetious and an- 
swer, “Why indeed?” to that last question 
is strong. But I'll pass it up and simply re- 
mark that maybe less studying and, in 
particular, less rehashing, might at least 
have saved valuable time. After all, if the 
Edsel had been introduced after only eight 
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years of market study, instead of 10 years, 
it would have hit the auto market in 1955 
when anything on wheels sold; maybe 
even the Edsel would have hit 200,000 that 
year! 

8. “We do expect to make an operating 
profit (in 1958).” 

Do you still? I would assume not, es- 
pecially since the Edsel division is a sep- 
arate division no more at Ford, The rea- 
son? Well, one explanation is that the 
market developed to date for the Edsel, 
and presumably its outlook for the imme- 
diate future, simply do not warrant a sep- 
arate organization. Yet 10 years of market 
research had left little doubt that first- 
year volume on the Edsel would support a 
separate division. 


‘Outlook More Optimistic’ 

9. “With consumer income and capital 
spending at record highs, the general eco- 
nomic outlook is more optimistic than it 
has been in months.” 

An aborigine in darkest Australia 
couldn’t have made a more incorrect eco- 
nomic-marketing projection than that in 
June, 1957. Auto production in January, 
1958, was off some 21% from January, 
1957, and yet cars in dealers’ hands to- 
taled over 800,000, which was a larger to- 
tal than clogged the market in August, 
1957—which was the tail-end of the 1957 
model season. If this prophecy is typical 
of those that may be expected in economic 
and marketing studies—and I think it is 
quite representative—then maybe the 
weak reed is market research and not 
good old intuition. 

10, “The amount of total advertising in- 
fluence directed to the U. S. consumers 
...has gone from approximately $2 bil- 
lion in 1940 to the neighborhood of $10 
billion in 1956. That’s five times as much.” 

The heck it is. The advertising dollar in 
1940 was worth at least two 1956 adver- 
tising dollars—possibly, when fully meas- 
ured, more than twice as much. If this is 
an example of how market research men 
toss around figures, then maybe by-guess 
and by-gosh may truly have more math- 
ematical dependability! 


8 11. “To select our dealers, we made a 
detailed study of all U. S. marketing areas 
... carried down to such questions as the 
proper side of the street for an auto agen- 
cy ina given town.” 

Fine—but I have seen some Edsel agen- 
cies that were strictly third-rate, whether 
or not they were on the right side of the 
street. And I know, too, that in several 
major areas carefully pinpointed dealers 
gave up the Edsel within three to four 
months. 

12. “...the Edsel division introduces a 
new marketing concept to automobile re- 
tailing—profit-centered dealerships.” 

Maybe so, but AA reports, in its shop- 
ping trip at the Chicago Automobile Show, 
that it received four different price offers 
at the Edsel display for the lowest-price 
sedan, with the low figure at $2,200 and 
the high figure at $2,600—a spread of 
some $400 or roughly 22% in the quoted 
price. I am probably being astigmatic, but 
I just can’t see a “new marketing con- 
cept” here. To me it looks like the same 
old auto price jungle. How does it look to 
you? 


s Let me wind this up with a few more 
facts about the remarkable contribution 
that market research, and other forms of 
research too numerous to mention, 
made to the new Edsel: 

1. Edsel sold 11,655 cars in September, 
its introductory month—when it had the 
benefit of a simply gigantic build-up. For 
October, sales dropped to 7,601. In No- 
vember and December, the figure for each 
month was about 5,000. In its first four 
months, dealer sales barely got above 30,- 
000 cars, which suggests that this 1958 
model is not likely to hit 100,000 for its 
first full year. 

2. Production during the same approxi- 
mate period was 55,000 cars, despite pro- 
duction cutbacks. (Yes, this market-re- 
search-studded car suffered the ignominy 


of production cutbacks within two months 
after introduction.) This suggests that (in 
the middle of January) dealer inventories 
totaled around 25,000 cars. That could be 
a three to four months’ supply—hardly a 
lean inventory for a line introduced only 
four months before with all the benefits of 
pre-use market research, 


One Shows Substantial Increases 

It appears to me that only one domestic 
company in the auto industry has correctly 
judged the 1958 market—and, to my way 
of thinking, the auto market for 1959 and 
1960. That company: American Motors 
Corp. (Rambler cars). Is it just coinci- 
dence that American Motors can spend 
only pennies for market research com- 
pared with the dollars invested in these 
studies by Ford, General Motors and Chry- 
sler—and is the only American car to show 
substantial increases in recent months? 
Is it just coincidence that George Romney, 
president of American Motors, simply had 
an intuitive flash about the small car; that 
his “instinct” told him it was time for a 
change, and that while the Big Three were 
making ’em bigger and more powerful and 
wider (because their “scientific market 
studies” told them this was what the mar- 
ket wanted), the American public began to 
turn to the Rambler in sufficient numbers 
(plus the remarkable sales of foreign cars) 
to make one wonder about market research 
vs. intuition? 

I don’t think it is purely accidental and 
coincidental—not at all. I think it is pow- 
erful proof that too much research can be- 
fuddle and, moreover, that too much re- 
search does no more than befuddle and 
delay. 


® We have had 10 years of remarkable 
prosperity in which even inept market re- 
search could not lead our economy seri- 
ously astray. But for the near-term future 
at least there is a great need for a return 
to intuition in many marketing decisions 
and at least somewhat less reliance on 
pseudo-scientific mumbo jumbo. 


Every competent business execu- 
tive has a built-in sensitivity to peo- 
ple; to events; to trends. Constant 
use of this inherent characteristic 
improves its performance, and we 
call this function intuition. 

There is no substitute for it. Mar- 
ket research may implement it, but 
market research cannot supplant in- 
tuition; its role is, at best, not even 
secondary but tertiary to intuition. 

Let’s put market research in its 
proper place—and let’s restore in- 
tuition to its proper place, which, in 
my opinion, is at the very top of the 
total marketing process. 


My intuition tells me that the next great 
trend in American cars will be toward 
new versions of smaller, less powerful, less 
gadgety models. But since-1959 models are 
even now pretty well “iocked up,” and 
1960 models are pretty well committed 
with respect to major parts, the Big Three 
will continue to talk down the smaller car. 

Of course, a great strike this summer by 
the auto workers could clean the market 
of cars—cars the market could not digest 
because the market research chiefs had 
given the market acute indigestion. But 
this will be a tribute to the ability of a 
strike to create economic scarcity—not to 
the prescience of market research. 

Incidentally, how do the market re- 
searchers allow in their calculations for 
strikes, Sputniks, Presidential health cri- 
ses? By intuition? 

* > od 

P.S. After writing this little piece, I re- 
called a book I had read some years ago 
written by a pure scientist—a theoretician 
who had pursued his studies for over 40 
years at Harvard University Medical 
School. His name: Walter Bradford Can- 
non, M.D., George Higginson Professor of 
Physiology, Emeritus, Harvard University 
Medical School. The title of the book: “The 
Way of An Investigator”—sub-title: “A 
Scientist’s Experiences in Medical Re- 
search.” The book was published in 1945 
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in your home... 


heaven, comfortable reach. 
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Probably the most noticed /fuxury 


We've been to a good many homes and visited as a matter of necessity rather 
than curiosity one or more of the so-called “powder rooms” in those domiciles 
and, quite frankly, have never found ourself impressed by, of all things, the 
familiar and essential roll of tissue-thin paper always provided within, thank 


We have, in addition, employed the tissue-thin paper found in these rolls 
and generally were much too preoccupied to wonder just what brand it hap- 
pened to be. Certainly we never have found ourselves judging the degree of 
luxury in the home by the particular quality of (as the ad says) the “bath 
tissue.” Frankly, we never have tried it for bathing. 

If we may break down our inner feelings still further, we would find our- 
selves slightly alarmed to come upon our hostess—or, for that matter, our own 
wife in our own home—doing a Lady Macbeth sleep-walking act with a par- 
tially unrolled roll of bath tissue in her dainty little mitt. 

As a matter of fact, there are few things we can think of that ere less fitted 
to have applied to them the word “luxury” than, as we learned to call it at our 
mother’s knee, toilet paper. And, speaking of adjectives, there are some, we 
feel, that just don’t mix with certain nouns. We certainly would never tell the 
lady of our dreams that her face was as soft as a baby’s bum. And for quite 
the same reason we find it difficult to accept the description of some quite un- 
glamorous paper we intend to use for a purely functional purpose as being of 
“facial” quality. How mixed up can you get? # 


4. 


by W. W. Norton & Co., New York. Dr. 
Cannon, who made profound contributions 
to the science of healing, has since passed 
on. 

I remembered that in his book he had 
had something to say about the role of 
intuition in science—yes, in science. So I 
dug out his wonderful little book and in it 
I found that Chapter 5 is captioned: “The 
Role of Hunches.” Note that Dr. Cannon, 
a great scientist, was not at all bothered 
by the word “hunch.” In this chapter he 
made such observations as these: 

“From the years of my youth, the un- 
earned assistance of sudden and unpre- 
dicted insight has been common.” 

“As a matter of routine I have long 
trusted unconscious processes to serve 
MGsaa 

“For years, during which Darwin was 
accumulating great numbers of facts, he 
saw No general meaning in them. . . Then, 
suddenly, the flash of vision came. Dar- 
win reported: ‘I can remember the very 
spot in the road, whilst in my carriage, 
when to my joy, the solution occurred to 


” 
. 


me 


“An illuminating inquiry into the nature 
of the flash of ideas and the extent of its 
occurrence among scientific men was re- 
ported by Platt and Baker’ in 1931. They 
called the phenomenon a ‘hunch,’ a word 
meaning originally a push or sudden 
thrust. In ordinary experience it means 
the quick gleam of a suggestion that flares 
unexpectedly as the answer to a difficult 
question or as the explanation of a puzzle. 
They defined the scientific hunch as ‘a 
unifying or clarifying idea which springs 
into consciousness as a solution to a prob- 
lem in which we are intensely interested.’ 

“In their inquiry into the appearance of 
hunches among chemists they received 
answers from 232 correspondents. Assist- 
ance from a scientific revelation or a 
hunch in the solution of an important prob- 
lem was reported by 33%; 50% reported 
that they had such assistance occasional- 
ly; and only 17%, never. Prof. W. D. Ban- 
croft, the Cornell University chemist, tells 


1W. Platt and R. A. Baker, “The Relation of the 
Scientific ‘Hunch’ to Research,” Journal of Chemical 
Education, Vill (1931), 1969-2002. 
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Who buys the Ayer Directory? Advertisers * Advertising Agencies * Bankers + Brokers + Business Firms * Public 
Relations Counselors * Publishers * Libraries * Government Agencies * Schools * Colleges * Universities * Market Analysts 


GET THE FACTS...FAST 


in the bigger 


NEW 1958 
AYER DIRECTORY 


90th Edition just off the press. Better order now. Last edition was 
sold out months before year end. 


No other single volume gives you more than 
700,000 accurate up-to-date facts about news- 
papers and periodicals. 


1500 pages—condensed, classified and cross- 
indexed for instant use! 


21,000 publications in the U. S. and its territories, 
Canada, Bermuda, Panama and the Philippines. Names, 
addresses, subscription rates, sizes, circulation figures, 
names of editors and publishers. PLUs INFORMATION ON 
NEARLY 500 NEW PUBLICATIONS NoT IN 1957 EpiTion! 


Essential information about rail and air service, keyed 
railroad maps of every state, keyed airlines map of the 
U. S. and Canada; farm incomes, values, acreages: 
banking information, motor vehicle registration, TV 
and radio set ownership, telephone installations, etc. 
Pius newest N. Y. City CENSUS AND FINAL FIGURES 
ON CANADIAN CENSUS (FIRST SINCE 1951)! 


Weekly and semi-weekly newspapers listed alpha- 
betically by exact location—town, county, state, with 
population, circulation and ownership information, 


Publications that reach groups with special inter- 
ests, hobbies, occupations, religions, etc. 


Reserve your copy now! Save yourself hours of re- 
search with this invaluable one-volume reference 
library. Published as a service to those who need ex- 
tensive, accurate, reliable information on periodicals. 


Edition limited—$30 (postpaid within U. S.). Order 
from N. W. Ayer & Son, Inc., Dept. A, West Washing- 
ton Square, Philadelphia 6, Pa. 


Send your order now. 


A word of appreciation to those who ordered the 
1957 Edition: our regrets to those whose orders came 
too late to fill. Last year’s edition was sold out earlier 
than usual, despite the largest printing in history. 
Please order your 1958 copy as soon as possible. 
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of talking to four fellow chemists regard- 
ing aid from hunches and finding that to 
three of them the experience was com- 
monplace. The fourth did not understand 
what was meant by the reference and tes- 
tified that he had never had the feeling of 
an inspiration, had never had an idea come 
to him unexpectedly from some strange 
‘outside’ realm. He had worked conscious- 
ly for all his results and what was de- 
scribed by the others meant nothing to 
him. 

“In typical cases a hunch appears after 
long study and springs into consciousness 
at a time when the investigator is not 
working on his problem. It arises from a 
wide knowledge of facts, but it is essen- 
tially a leap of the imagination, for it 
reaches forth into the range of possibili- 
ties. It results from a spontaneous process 
of creative thought. Noteworthy in the 


Employe Communications... 


statistics given by Platt and Baker is the 
evidence that having hunches was not un- 
known to 83% of the chemists who replied 
to the questionnaire. This high percentage 
raises the query as to whether the advan- 
tage of receiving sudden and unexpected 
insight might not be cultivated and thus 
possessed by all.”. .. 


s “Different criteria for classifying scien- 
tists engaged in experimental studies have 
been suggested. Bancroft has proposed two 
groups: the guessers and the accumula- 
tors. The guessers are men who work with 
use of theories and hypotheses; the accu- 
mulators are mainly collectors of facts 
. . . It is probable that an inquiry would 
show that the guessers are usually the re- 
vealers of new directions for future re- 
search and that hunches are highly sig- 
nificant in their scientific life.” + 


Management Newsletters Grow Popular 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The recent rash of management news- 
letters produced for employes can safely 
be interpreted as an evidence of industry’s 
desire to talk to its people promptly and 
inexpensively. Outside of oral communica- 
tion, the newsletter is one of the fastest 
devices of information in a plant. Since it 
can be internally produced, it is likewise 
inexpensive. 

A study of 50-odd current newsletters 
shows some interesting evidences of simil- 
arity. Whereas a year or so ago industry 
talked guardedly of company economics, 
the conversation these days is candid. You 
can’t shrug off without comment such tan- 
gibles as layoffs, short work weeks and 
threats of plant closedowns. 


s Newsletters discuss competition today 
in more specific terms. Until a few months 
ago, competition was a sort of faceless 
ogre waiting to snap up the customers the 
employes let down. Today competition is 
being clearly identified. Customers are 
called by name. In short, management is 
abandoning the generalities and getting 
down to the specifics. 

What’s the reason for the new candor? 
Most communications practitioners agree 
that, in times of economic uncertainty, the 
rumor mill starts grinding its head off. If 
management isn’t on the spot with an- 


Tips for the Production Man... 


swers to the gnawing questions, with pre- 
ventive propaganda of its own, the rumors 
can seriously damage the morale of the 
whole plant. 

“We talk because we can’t afford to be 
quiet” one industrial relations manager 
pointed out last week, noting that his com- 
pany’s newsletter had been stepped up 
from a monthly to a weekly. “We have a 
lot of loyal employes bound to be affected 
by any major shift in our business. We 
want to keep them informed, as fully and 
as frequently as necessary.” 


s Although there are quite a few inform- 
ative and well-planned newsletters being 
produced today, the report issued by Per- 
fect Circle Corp. in Hagerstown, Ind., has 
some features other communicators might 
care to explore. Its principal virtues are 
these: The newsletter deals with facts—it 
doesn’t indulge in the sort of hedging that 
impels an employe to question the validity 
of the whole product; it clearly attempts 
to answer the questions on employes’ 
minds, as evidenced by the “I’d Like to 
Know” section each letter contains; it 
makes reasonable forecasts, based on con- 
servative, considered opinions of top man- 
agement; it is simple in design, so that no 
employe resents its physical appearance; 
the language is plant level, written so a 
working man and his family can grasp it. 
The Perfect Circle newsletter is produced 
by Dean W. Detweiler of the employe com- 
munications department. What it’s got, 
others could profitably acquire. + 


What Day Is It? 


By Kenneth B. Butler 


Calendar business is big business. Fix- 
ing the correct date, present and future, is 
so important to man that we carry calen- 
dars in our wallet, in our pocket memo 
book, on our desk, on the walls of our of- 
fice, in a half dozen places at home. 

Because we use sO many and because we 
refer to them so often, business houses, 
large and small, appreciate the promotion 
possibilities of anything that remains 
within our sight 365 days of the year. 

So many firms put them out, in fact, 
that there is keen competition for accept- 
ance because there are more calendars 
than there are places for them. Fine art 
and design have joined ranks to produce 


calendars so beautiful and so decorative 
that they are hard to throw away. Yet, in 
this competitive battle, many of them are 
reluctantly consigned to the wastebasket. 


= Thus, the format-minded production 
man is appreciative of the new dimension 
that is being sought in calendar design. 
Here we are involved with utility in add- 
ition to decorative value. 

One of the ingenious calendars which I 
found impossible to discard came from 
Fortune magazine. It is a neat, round, 
small container with open top. It is for use 
on the desk to contain pencils, pens, 
brushes, etc. The sponsor has confined 
his message to the name of his publication, 
directly beneath a small calendar which 


appears through a die-cut opening in the 
outer wall, inexpensively printed to re- 
semble luggage tan leather. It is a perpet- 
ual calendar in the sense that a quick turn 
moves the dates into correct synchroni- 
zation with the days of the week, with 
each new month. This calendar I will keep 
on my desk—probably for several years— 
until it becomes dog-eared and unsightly. 


s Another calendar which is kept on my 
desk at home comes from an insurance 
agency. It is an engagement calendar. 
There is one sheet for each month of the 
year, and in the square for each day is a 
space large enough to enter dates of future 
appointments, social engagements, meet- 
ings, etc. This is the third year we have 
put these calendars to good use. 

There certainly is a place in every office, 
place of business, and home for at least 
one large calendar with large numerals 
that can be seen at a distance. The most 
attractive ones—the least blatant ones— 
will merit these spaces. Beyond these, it 
seems to me that there is a fertile field for 
development of calendars that are less 
cumbersome. 

Such a calendar came in from the Veri- 
tone Co., offset printer of Chicago. The 
proportions are long and slender, only 
4” x 11” in size, done in gay colors. The 
calendar fully opened is 11” x 34”, yet 
by means of accordion fold bringing it 
down to 4% inches in width, it is conven- 
ient to place in a drawer. Two months are 
viewed on a single page. A turn of the 
wrist brings up future months or past 
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months. Decorative designs dramatize the 
significant holidays cr activities of the 
year. 


s It seems to me that the format-minded 
production man may save money for his 
company if he can come up with a calen- 
dar which has greater utility, is simpler in 
design, and more ingenious. 

An approach to this opportunity may lie 
in considering where calendars can be 
used. There is a glut of calendars for desk, 
wall, and pocket. 

Why has no one figured out an incon- 
spicuous calendar to be placed in an auto- 
mobile? Most people spend many hours in 
a car, and while riding in a car they think 
and they plan. 

Why not a calendar that can be fitted to 
the inside of a brief case? 

A calendar to be fitted to a golf bag? Or 
bowling ball bag? 

Something ingenious and useful for the 
home workshop? 

A calendar for the office or plant lock- 
er? 

A ball-point pen with built-in calendar? 

A calendar for attachment to vending 
machines? 

A calendar built-in to a checkbook hold- 
er? 

We spend a lot of time in bathrooms; yet 
one never sees a calendar there. 

* + oe 

The surface of possibilities hasn’t even 
been scratched. Our slogan for America: 
not a waking moment without a calendar 
conveniently about. + 


Looking at the Retail Ads 


} JOSEPH 
| MAGNIN 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

A year and a half ago, we criticized an 
ad from this store while at the same time 
we applauded its efforts to be refreshing. 
Copy then was in all caps, very narrow 
lines, difficult to read. And nothing to brag 
about. The art was radically extreme. 

Here are two more recent ads of the 
same store. 

I believe art is better these days, easier 
to accept, and the copy is often interesting 
—and carbonated. 


® Listen to the copy from the ad at left. 

“if wishes were sables—there would be 
no need to tell you that this magnificent 
costume is of black worsted wool beneath 
its collar of Russian sable .. . and that the 
dress concealed by the jacket is a short 
sleeved sheath. but wishes being nothing 
more than wishes, it will come as no sur- 


prise to you that this ensemble is 295.00. 
in sizes 8 to 18, from the collections in the 
joseph magnin designers’ salons.” 

Copy of ad at right reads: “now, this 
should put a gleam in your eye ... and not 
just because they’re the season’s first 
shine of satin (though it’s red, royal, and 
emerald)! . . . nor even because of such 
added attractions as the harem overskirt 
and the neckline that comes to a spectac- 
ular conclusion ... for the biggest surprise 
of all is that they’re 29.95 each, in sizes 8 
to 16, in the designer’s rooms of all joseph 
magnin stores. 


® This store would get a very rich plus 
dividend of cumulative advertising value 
from its dollars if it had its signature at 
the tope of all large ads. But as it is now, 
it is advertising that achieves an enviable 
intimacy with the reader, and that—ac- 
cording to Mr. Galsworthy—is “the tri- 
umph of style.” Good copy does so much 
for advertising! + 
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PHOTO COURTESY CORNING GLASS WORKS 


20,000,000 passengers safe in the hands of the Chemical Engineer 


Special glass lenses for runway lights . . . 
another service to mankind made possible 
by the Chemical Engineer and his technology 


Wherever chemical processes are used in 
industry ... in the familiar chemical process 
industries and constantly stretching beyond 
. .. the chemical engineer is your first sales 
target. He’s the instigator behind that new 
product, that new process, that new plant. 
His influence is evident in every order for 


new equipment, raw materials and supplies. 
Sell him first, and you’ve sold the CPI. 

Whatever his function — from pilot plant 
to front office — you can get him on your side 
if you talk to him in the one publication that 
talks his language—exclusively—CHEMICAL 
ENGINEERING — preferred by a margin of 
3 to 1 among chemical engineers in all func- 
tions, in all industries. This year it will reach 
them with a greater timeliness and impact 
than ever before. CHEMICAL ENGINEERING, 
A McGraw-Hill Publication, 330 W. 42nd 
St., New York 36,N. Y. @ @ 


Published every other monday 
for Chemical Engineers inall functions 
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From an Art Director's Viewpoint . . . . 


Confidentially, It's a Sphinx 


By Andy Armstrong 


This advertising agency business, like 
most other businesses, shows a growing 
preoccupation with costs and how to re- 
duce them. It’s an uphill struggle, full of 
imponderables. Such as: “How much does 
it cost to have an idea?” 
But everyone admits 
the difficult nature of 
the problem, and few 
tempers are lost in the 
struggle. In fact, the 
general approach to 
costs is rather cheery. 
Not as cheery as it used 
to be, perhaps, when 
suggestion boxes were 
the sole repositories of 
thought about overhead and stuff. Not as 
many kidding memorandums from Man- 
agement about eating breakfast at home. 
But Management is still smiling; anyhow, 
it’s showing its teeth. 

Lately, time and motion studies have 
come into the picture. Stricter attendance 
records. More of a no-nonsense attitude. 
Graphs on the bulletin board. Camera- 
equipped coffee machines. Distorted mir- 
rors in the ladies’ lounge. The suggestion 
box gathers dust. 


Andy Armstrong 


s Yet, occasionally, an employe gets 
kudos for a money-saving gimmick. Even 
a cash prize. One junior account executive 
won an all-expense Happiness bus tour to 
Banff and Lake Louise for working up a 
timing device for water fountain pedals. 
Including a fun-packed two-hour stopover 
in Emmett, Ida. 

It’s time Breck got one of these awards. 

According to a graph of the luncheon 
attendance at the Art Directors Club, 
many chairs are empty on days when 
Breck ads appear. It’s no small trick, if 
you are whacking at the overhead, to get 
art directors back from lunch, much less 
do what Breck has done. Breck ads keep 
them, some days, from going to lunch at 
all. 

Why does Breck throw art directors off 
their feed? What hurts most about Breck? 

Everything hurts most. The gal pictures, 


G. D. Crain Jr. Says... 


the type handling, the entire design of 
each page. 

The ladies are out of drawing and out 
of date. The type, presumably, is ordered 
by telephone on a bad connection. The 
layout is built on a ouija board. 

That’s why, when the magazine falls 
open to the latest Breck ad, many of us 
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rush to lie down and bathe our temples 
with cologne. 


+ * * 


But does Breck add up to a lousy page? 
Not necessarily, if you ignore its aesthetics 
and consider its essence. 

Here is the most stubbornly naive for- 
mat of the century. Its naiveté is its 
strength. No woman can feel inferior to 
the saccharine Breck girl. No woman can 
argue with the supremely bland state- 
ments of “Beautiful Hair” and factual- 
sounding promises in the text—under the 
churchyard monumentality of the product 
name. 

Monumentality is the visual theme. 
Breck is schmaltzy, but cut in stone. Try- 
ing to ignore it, you have to walk around 
it. Breck stands like the Sphinx, unmoved, 
unmoving, in everybody’s way. # 


Who Wants to Be a Pitchman? 


Advertising people are more concerned 
at present than perhaps ever before with 
the attitudes of business and the public 
toward advertising and those who create 
it. They have reason to be concerned, 
since the rash of local legislation propos- 
ing advertising taxes, and the efforts be- 
ing made in Washington and elsewhere to 
curb the right of free speech through ad- 
vertising, suggest that there may be both 
suspicion and resentment involved in 
these unfavorable developments. 

One of the things which advertising 
men and women would do well to examine 
is the vocabulary which they themselves 
use in describing the various operations of 
the business. It used to be called a 
“game,” and it was customary for..bright 
young men to say that they were engaged 
in “the advertising game.” Fortunately, 
this term has been dropped by general 
consent, and now is seldom or never 
heard. 


s But there is one objectionable term 
which has come into general use and 
which is even more deplorable, as a con- 
tribution to the advertising image, and 
that is the use of “pitch” as a synonym for 
“solicit,” when used in connection with 
the presentation of agency service to a 


prospective client. Advertising publica- 
tions, including this one, are constantly 
reporting that certain agencies are “pitch- 
ing” for an account, or that an important 
advertiser has invited agencies to “pitch.” 

This term is objectionable because its 
whole connotation is bad. It smacks of the 
carnival and the street-corner huckster. 
In fact, it goes perfectly with “huckster,”’ 
a term made famous by the well known 
novel and movie, and generally regarded 
by advertising men as contributing great- 
ly to the low esteem in which advertising 
is held by some segments of business, as 
well as the public. 


® In the early days of television, the 
pitchmen took over a lot of local programs, 
and their high-pressure chatter became so 
objectionable tu large numbers of viewers 
that the stations very intelligently real- 
ized that they were creating an entirely 
wrong atmosphere in which to present the 
sales messages of legitimate advertisers. 
So the pitchman is no longer a familiar 
figure on tv screens. 

Just why advertising people like to call 
a solicitation a “pitch” is hard to under- 
stand. It is first of all a completely undig- 
nified word, no higher in character than 
“game,” as applied to advertising. And 


those who make pitches for advertising 
accounts can hardly expect to be regarded 
as anything more important and legiti- 
mate than the hawkers who set up their 
pitches on street corners until chased 
away by the cops on the beat. 


s Likewise, in these days of large appro- 
priations and the acceptance of the mar- 
keting concept, advertising must be re- 
garded as a very serious part of the busi- 
ness operations of a company. Business 
executives responsible for spending mil- 
lions of dollars for advertising would like 
to think that their agencies are likewise 
serious-minded business men who have as 
much regard for the importance of these 
expenditures as the company executives 
themselves. Such an attitude of responsi- 
bility seems hardly in keeping with the 


Salesense In Advertising ... 


Advertising Age, March 10, 1958 


mental picture conjured up by the “pitch- 
men.” 

Advertising needs, most of all, a char- 
acter of business-like, serious-minded 
concern with intelligent direction of cre- 
ative selling programs, which involve not 
only the technical phases of advertising 
itself, but close and effective liaison with 
sales organizations, distributors and deal- 
ers. Putting on a presentation for a pros- 
pective client should be approached in 
that spirit, and not as a “pitch,” which 
might be regarded as a play for a fast 
buck. 

Pitchmen don’t belong in advertising; 
“pitching” for an account should not be 
part of our vocabulary. Let’s pitch it into 
the same limbo which long ago received 
the tattered remains of “the advertising 
game.” + 


Only Rarely Do Advertisers 
Guarantee Satisfaction 


By James D. Woolf 


The Pyrex color half-page shown here 
is a most unusual one. What makes it 
unusual is the fact that it features a 
money-back guarantee in its headline. 
Here is the guarantee: “We guarantee 
that if you are not 
completely satisfied 
with Pyrex Range-Top 
ware, you may return 
it at any time within 
30 days to the store 
from which you bought 
it and your money will 
be fully refunded.” 

Few national adver- 
tisers include any sort 
of guarantee in their 
copy. I have just examined the Feb. 17 
issue of Life and find that only one of 91 
advertisers backs up his promised benefits 
with a money-back offer. 

If you enjoy puzzling over mysteries, 
try to figure out why so few advertisers 
use guarantees to strengthen the credibil- 
ity of their copy. I cannot understand it. 
The mail order advertiser has proved its 
efficacy. 


James D. Woolf 


s The Sears, Roebuck catalog features 
this box of copy on Page 1: 

We guarantee that every article in this 
catalog is honestly described and illustrat- 
ed. 

We guarantee that any article purchased 
from us will give you the service you have 
a right to expect. 


If for any reason whatever you are not 
satisfied with any article purchased from 
us, we want you to return it at our ex- 
pense. 

We will then exchange it for exactly 
what you want, or will return your money, 
including any transportation charges you 
have paid. 


= My experience in the mail order and 
direct mail field, which has been consider- 
able, has taught me the worth of money- 
back guarantees. Some time ago, I sent out 
a test sales letter, on a $5 item, which pur- 
posely included no guarantee. I was cur- 
ious to see what would happen. This mail- 
ing did just a little bit better than break 
even. Then I sent out the same letter to 
a comparable list of names—the same let- 
ter, that is, with one exception: This time 
I included a strongly worded guarantee. 
The second letter was 40% more resultful 
than the first and yielded a handsome pro- 
fit. 

Hormel created a stir a number of years 
ago with a double-your-money-back offer 
on a new soup that was being introduced. 
A number of other advertisers followed 


money-back offer! 
PYREX 


Try it for 30 days—ike Mt oF your money back 


suit, at least one of them (Libby’s) offer- 
ing to return triple the purchase price to 
the dissatisfied customer. 

I am very much interested in the full- 
color A&P page which appeared in the 
Feb. 14 issue of the Chicago Tribune. 

This is a new pitch, as far as I know, 
in the advertising of the big food stores. 
I hope that this sensational offer is not a 
one-time shot. If A&P continues this offer 


Became we wast you, too, to be convinced of the delicions poodnen of A&P Meats ” 


A&P dares to offer you this 
Sensational Meat Guarantee 


@& DOUBLE YOUR MONEY BACK 


PORK LOIN ROASTS 
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A man’s guide to women...No. 18 


A compleat historical guide 
to the differences between the sexes 


Men and women are different. They always 
have been. Throughout history, they have 
differed on different things. For example, the 
idea that men and women should wear dif- 
ferent clothes comes 


fe 


~ 


from ADAM and EVE 


Next, SAMSON and DELILAH had 
different ideas on haircuts. 


ANTONY and CLEOPATRA 
proved that men and women have different 
ideas on travel. Today, she might have picked 
a station wagon; he, a sports car. 


Women have a world of their own... 
and a magazine of their own... 


And it wasn’t long before 


and QUEEN ISABELLA 
proved that men and women have different 
ideas about spending money. Then in Merrie 


England, 


LORD COVENTRY 


and LADY GODIVA 
disagreed on local politics. Lady G. consid- 
ered Lord C.’s taxes too high. And she won 
her point. 


and MODERN WOMAN, 
an improvement on their forebears, yes, but 
still different. This is why a magazine called 


LADIES' HOME JOURNAL, 
edited specifically for women, is believed in 
and loved by more women than any other 
magazine on earth. 


And why ADVERTISERS 
who want to talk person-to-person to women, 
invest more 


MONEY in Ladies’ Home Journal than 
in any other women’s magazine. 


“JOURNAL | 


A CURTIS PUBLICATION 


THE NO. [J MAGAZINE FOR WOMEN * NO. ff] IN CIRCULATION * NO. [J] IN NEWSSTAND SALES * NO. [J IN ADVERTISING 
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week after week, month after month, as 
dramatic and convincing proof of its policy 
that the customer is always right. I be- 
lieve the eventual sales results will be 
most satisfactory. Whether or not this one 
ad paid off in a big way, it seems to me, 
is not too important; over a sufficient peri- 
od of time the double-your-money-back 
concept can hardly fail to create a highly 
favorable corpor: mage.” 


s Guarantees 0! sstomer satisfaction 
seem to make salesense to me. A shopper— 
in a strange store, say—expresses some 
interest in a new product. Wavering, hesi- 
tant, doubtful, she tells the salesclerk that 
she “guesses she will think about it a 
little.” The cost of living being what it is, 
she feels she cannot afford to take chances 


with her money; maybe the article will 
not live up to the promise made for it. 

What to say to this hesitant woman is 
the salesclerk’s problem. He must dispel 
her doubts, win her confidence, and do it 
quickly. Like so many copywriters, he may 
be tempted to exaggerate, to spoon out the 
superlatives, in what he hopes is a per- 
suasive sales talk. 

But with this better way he can hardly 
miss: “Madam, I’ll be happy to have you 
try this product at our risk. Take it home, 
and use it for a week. If you are not com- 
pletely satisfied, just let me know and 
your money will be refunded at once.” 

The fact is, I believe, that most reputa- 
ble manufacturers and merchants guaran- 
tee their products. But rarely do they 
mention it in their advertising. + 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Looking at Radio and Television... 


How to Check on Agency's TV Know-How 


By the Eye and Ear Man 


Several important agency changes have 
been made recently with television being 
one of the important factors in the change. 
Unfortunately for the end result, the men 
making the decisions were frequently not 
qualified to judge the quality of television 
personnel and had to base millions of dol- 
lars’ worth of sales potential on hunch. 

The following is a check list for the un- 
initiated whose agency choice is impor- 
tantly pivoted on television: 


e 1. Review the television programs 
bought or built by the agency in the past 
two years. 

Seek out the thinking behind the pro- 
grams, the degree of participation or cre- 
ation on the part of the agency, and the 
results. Dwell upon the flops. Often a flop 
can be justified and demonstrates more 
acumen and advanced thinking than a 
lucky buy or a buy-in on an established 
program. 


e 2. Interview program personnel in 
New York and Hollywood in depth. 

The head men are rarely the fellows 
who do the day-to-day work that is vital 
to your account. See all the specialists and 
grill them. 


e 3. Determine the agency policy on tele- 
vision from top management. 

Be sure that the top councils of the 
agency are conversant with television 
problems in depth and that they have an 
enthusiasm for selling your product in 
this medium that parallels yours, or you 
may find good ideas dying inside your 
agency. 


e 4. Ask to see the presentation the 
agency uses to indoctrinate its clients and 
prospects on television. 

The agency will have an analysis of 
television which will demonstrate the de- 
gree of research, thinking, and interpre- 
tation it applies to this medium. Compare 
it with other agencies, even if you get 
bored stiff in the process. 


e 5. Call key clients served past and pre- 
sent by the agency, and get their criticism. 

Be sure that you respect the clients you 
call by reputation or firsthand knowledge; 
be sure that their problems are analogous 
to yours; be sure to eliminate the sour 
apples, and then pump them for all they’re 
worth. A pattern will emerge from this 
group. 


e 6. Call top network officials and ask 
for a candid appraisal. 

So much depends on the consideration 
of netwerk personnel in modern day tele- 
vision that an attitude toward an agency 


may determine the success or failure of a 
campaign. Be sure to speak to the network 
guys who do the work in sales and pro- 
gramming—and not necessarily the titular 
head. 


e 7. Call up key talent agencies and get 
their opinions. 
Weigh these opinions carefully because 


of a tendency for producers and agents 
to favor the shop that gives them the most 
business. These men are equally important 
with network officials in giving tips on hot 
properties. 


e 8. Ask every agency what they think 
of the other agencies. 

This will get you some funny material 
for your next speech at the club and will 
also be a great test of the character and 
honesty of the various television depart- 
ments. 


e 9. Talk to the various media men who 
buy the stations. 

Find out what they know about local 
station managements on this level and 
how often they hit the road. Find out the 
minimum _ cost-per-thousand potential 
they recommend for buying stations. Ask 
them some questions about rates in var- 
ious areas and see how well informed they 
are. 


e@ 10. Ask to talk in depth to the research 
experts. 

Find out what original research the 
agency does, how it evaluates programs 
from an efficiency point of view. Ask how 
often a commercial should be repeated. 
Ask when a program should be dropped 
because of fatigue. Ask how many people 
are really in front of a television set when 
your commercial comes on and the degree 
of attention they are paying. Ask the agen- 
cy to evaluate the various rating services. 


e 11. Ask to see all of the current tele- 
vision commercials. 

No matter how long it takes, see every- 
thing—good and bad—that an agency is 
turning out. Especially note the average 


quality and production skill, plus the in- 
genuity and sales ability. This is the key 
to your success in sales. Take plenty of 
time and trouble. 


e@ 12. Question key writers who will be 
working on your account to determine 
their knowledge of your business and sin- 
cere belief in your product. 

If the line people neither know your 
business nor believe in your product, you 
can’t succeed. Find out if the agency peo- 
ple voluntarily use it. 


e 13. Talk to the film production experts. 

The manner of presentation of your 
product is important. Find out the know- 
ledge the agency men have of various film 
studios with which you have had experi- 
ence. Let them discuss the relative merits 
of various studios. 


Advertising Age, March 10, 1958 


e@ 14. Pose hypothetical problems in tele- 
vision to the account group that will be 
assigned to you. 

The knowledge and enthusiasm this 
group has for your selling on television is 
the last step before the plan comes to you 
for approval, and you had better try to 
guess how the creative people work with 
this group or the extent to which they will 
use expert knowledge. 

7 * ++ 


If the advertiser looking for a new agen- 
cy will apply himself to this kind of inter- 
view in depth, even without personal 
knowledge of the medium, he will assure 
himself of the best television agency for 
his purposes. Sales are getting tougher to 
make. Being hustled by a guy whose only 
attribute is a charge account at “21” is no 
longer enough. # 


ee 


-DRAWTHINKS.., 


The COPYWRITER'S Art Course 


4 VE 
ScienTI FIC 
WAY TO Sit! 


When you have your visual idea and 
you want to do a rough for the art 
department, but you can’t draw any- 
thing very well, and you would like 
to make a reasonably intelligent im- 
pression because this is your first day 
on your first job as a copywriter, try 
these three simple steps: 


1. Since you do have the idea already 
(and of course the size), you probably 
know what is most important element 
in the visual arrangement. If it is a 
photograph or illustration (1), indi- 
cate with a square or circle or oblong. 
If it is a headline, put it in (la). 
~2. Step 2 is to indicate~the~ second 
most important feature in such a way 


Communicating your ideas 


How to turn your scribbles into sense, or: 
The magic 1-2-3 formula, no art talent required. 


Next Lesson: “Backbones for Copywriters” 


that the artist can understand that it 
is second in importance, and not first 
or third. If your important first ele- 
ment is shown heavy enough (2a), or 
big enough (2b), item 2 will fall nat- 
urally into its place. 2c shows two ele- 
ments of about equal importance, 
subject to possible misinterpretation 
by layout personnel. 

3. Step 3 is to keep everything else 
subdued to Steps 1 and 2. The artist 
knows hundreds of ways to design for 
readership continuity, is usually 
pleased to find clear, time-saving in- 
dications of relative importance of 
visual elements. At this basic level of 
communication between copy and art, 
no art talent is required. 
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icture of a product selling itself 


met 


4 (WITH AN ASSIST FROM 
McCALL’S USE-TESTED’ TAG) 


JOAN (left): They all look good, Sue-—I just don’t know which 
one to buy. 


SUE: There’s one with a McCall’s Use-Tested Tag. Let’s see 
what it says. Ff 


SUE (reading): ‘‘We installed these rods in ceiling, wall and 
casing situations. They were easy to put up and gave a firm, 
steady fixture in each case.”’ 


@ Here’s a point-of-purchase sales-piece that makes 
sense — and sales, too. 


McCall’s Use-Tested Tag serves as an authoritative, 
persuasive stand-in when a salesman isn’t around — 
and an impartial third-party confirmation when he is 
around and uses it in his sales talk. 


Why? Because the authority of McCall’s is behind 


JOAN: And here’s more: ‘‘We hung heavy draperies, opened and each Use-Tested Tag —and the tag itself tells the 
closed them repeatedly. The operation remained smooth, 
speedy and positive even after rugged use. The rod proved - customer exactly what she wants to know about a 


to be wonderfully durable, and the nylon glides easy-sliding 
and quiet.’’ Well, now, that makes sense, Sue. And if 
McCall's likes it, I'm sure | will, too. language. 


product in friendly, non-technical, easy-to-understand 


If youd like to learn how to put the power of McCall's 


* Use-Tested program to work for your product, write “ 
to McCall's, 230 Park Avenue, New York 17, N. Y, — se 
or see your McCall's representative. | 


The magazine of Togetherness... circulation now more than 5,300,000 
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You Ought to Know . Thomas Adams 


Advertising people must stop as- 
sociating exclusively with each 
other and get out and meet and get | 
to know the attitudes of the people 
who buy the nation’s merchandise. | 

So believes Thomas B. Adams, 
who at 38 is the youngest head of a 
major American advertising agen- 
cy. ‘“‘We must know the people we 
are writing ads for,” he said. 

He had just been named presi- 
dent of Campbell-Ewald Co. with 
its $75,000,000 annual billing (AA, 
Feb. 17). 


@ While frankly admitting his en- 
joyment of the high standard of 
living of advertising executives, | 
Mr. Adams said he can see the 
pitfalls in such a way of life. 

“We must get out to the beaches, | 


,manding. We in advertising must 


be prepared to meet those de- 
mands.” 

He declared colleges should 
overhaul their advertising courses 
to “teach their students advertising 
is more than making pictures and 
creative writing.” 

Mr. Adams feels the relationship 
between advertising agency and 
client must become ever closer and 
more intimate—“‘much like that 
between lawyer and client.” 

“To do a real job there must be 
a free exchange of ideas and com- 


|mon thinking between the two,” he 


said. 


“We must get out to the beaches, the ball games and neighborhood parks to see how the public feels...” 


|@ Mr. Adams feels the advertising | schedules. 


agency must do its best job when | 


“We spend too much time talk- | calls for clients to continue their this type of client. 


ing to ourselves in advertising and 
are neglecting to contact the man| 
who comes home from work, kicks | 
off his shoes and drinks a bottle of | 
beer. 

“In our social atmosphere it is | 
next to impossible to see how peo- 


“People’s attitudes change...” 


ple change their attitudes and de- 
sires. There must be a better way 
than the way we practice it now,” 
he said. 

“I firmly believe people’s atti- 
tudes change damn near every 
week,” he said. 


# Mr. Adams feels advertising is 
just coming into its own. 

“In the foreseeable future fewer 
and fewer goods will be sold by 
personal salesmanship and more 
and more by advertising,” Mr. 
Adams predicted. 

From his vantage point in the 
top echelon of the country’s ad ex- 
ecutives, Mr. Adams sees rapid 
changes taking place. 

“It won't be too many years be- 
fore an advertising agency will be 
called a marketing agency,” he pre- 
dicted. “Already integration of ad- 
vertising, merchandising and sales 
training is taking place. And it has 
just started. 

“And as we get into more phases 
of sales, our responsibility to the 
client will be greater and more de- 


Cater ae | 


The Scissors and Paste Pot art service that dores 
to be different. ideas, alone, in each issue ore 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 


many yeors. 


to cover cost 
of packing and mailing 
will bring youa..... 


Single issues sell for $20.00. The sample, yours 
to use, can make you hundreds of extra dollar, 
if you use but o single idea. Besides the sample, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesman 

Attach one dollar to letterhead and mail todey 
to Multi-Ad Services, Inc., 122 Walnut Street, 
Peoria, Illinois. 


He also has some positive ideas |commercials are in good taste, the 
“Clients should be willing to| about television: He feels the cali-| viewers will accept them.” 

the ball games and neighborhood |it is most needed, but he said this | make an investment in the future,” | ber of commercials must be on al 
parks to see how the public feels,|answer to stimulating business in| he said, noting with gratitude that par with the show. 


|= The young ad executive also be- 
thinks and reacts,” he said. ja softening economic climate also|his agency is fortunate in having 


“People naturally want to be|moaned the fact that “too many 


entertained,” he declared. “If the ads are written in answer to com- 
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petition’s copy.” Curiously, it was while sweating 
Ads, he said, should “lead rather | it out as a fighter pilot in the Pa- 
than match, follow or answer com- | | cific in World War II that young 
petition.” | Adams decided to be an adv ertis-| 
Mr. Adams must be pushed to ing man. He studied advertising in | 
tell of his exploits as a Navy pilot, a Navy correspondence school. 
and how he was twice shot down,| “It didn’t give me much of the 
once being recovered by island na-| practical side, but it sure whetted 
tives, another time being fished|my appetite for the business,” 
from the ocean. He is reticent about | recalled Mr. Adams. 
his Navy Cross. He recalled meeting Henry C. 
Nor will he tell of being selected (Ted) Little, then president and | 
Young Advertising Man of the still board chairman of Campbell- | 
Year in 1955 by the Assn. of Ad-| Ewald, while on leave in 1943 and | 
vertising Men and Women. |asking for a little advice. 
| “Mr. Little told me to come and 
= Young Tom Adams was first at- | see him when the war was over,” 
tracted to advertising when hehe recounted. 
worked at a radio station to help, “I did, and he asked me if I 
meet expenses while attending col- | wanted to join his company. I got 
lege. He also worked with the out in 1945 and headed for Mr. Lit- 
Music Corp. of America booking |tle. I don’t mind telling you that 
bands, and did a little promotion | was one of the easiest selling jobs 
work for a Detroit clothing store. | Mr. Little ever had.” 
A track sprinter and a star half-| 
back in his years at Wayne State|# Mr. Adams rose rapidly and for 
University, in Detroit, Tom had _ the past several years has been as- 
been drafted by the Chicago Car- sistant to the president. 


the Firestone and Kroger accounts | Knox Reeves Adds Two 
for his agency. | Frank Miller has joined the cre- 
Mr. Adams indicates he is ex- ative department of Knox Reeves 
tremely fortunate to be heading up | Advertising, Minneapolis, as copy 
a company that has the philosophy | supervisor, and James Cooper has 
of integrating the enthusiasm of | joined the agency’s radio-tv de- 
youth with the calmness of experi- | partment to work on production of 
ence. The agency’s payroll of 717| radio and tv commercials. Mr. Mil- 
persons carries this balance well. ‘ler previously was an associate 
Speaking of Mr. Little, Mr.|creative director of McCann- 
Adams said, “I learned a great deal | Erickson; Mr. Cooper formerly was 
from this man. His staff would|a broadcast supervisor with Leo 
make any agency look good. He’s| Burnett Co. 


never been afraid of changes when 
necessary.” _JWT Names Seven New VPs 
Chevrolet division of General Seven new vps have been named 
Motors Corp., of course, is the | in the Chicago office of J. Walter 
agency’s largest account. | Thompson Co. They include Mal- 
But Mr. Adams feels the roster|/colm Sullivan, William Taylor, 
is well balanced with a group of | Raymond Finnegan, Carl Von Am- 
clients that also includes United|mon, John Mosman, Mark For- 
Motors, Firestone Tire & Rubber gette, and John Fitz-Randolph. 
Co., Hertz, Kroger, Burroughs 
Corp., Delco-Remy, National Steel, Kesslinger Gets Account 
Goebel Brewing Co., GMAC, De-| Production Paints & Coatings, 
| troit Edison, National Bank of De-| producer of Duralite and Vitra- 


tric Co., Delco Radio, Moraine | has appointed J. M. Kesslinger & 


dinals professional football club. | He was instrumental in getting 


Products and Champion Paper.# | Associates, Newark, as its agency. 


your product 


at 


Talk to a Blair 


one of 


Today's Ra 


WHB Kansas 


REPRESENTED BY J 


WHEB is the dominant first throughout . . 


shares consistently in the 40% bracket. And, WHB is the dominant first 
among every important audience-type! 


10.000 watts, 7 


people do 


You need coverage AND audience. 


In WHB's 96-county* world 
ITS A WHB PULSE 


WHB is first in 432 of 432 quarter hours 6 a.m. to midnight 
(Pulse, Kansas City 96-county area . . 
Monday through Saturday.) 


. 6 a.m. to midnight, 


Whether it be Metro Pulse, Nielsen, Trendex or Hooper . . . 
whether it be Area Nielsen or Pulse . . . 


. with audience 


man .. 


. or WHB General Manager George W. Armstrong. 


* situated in Missouri, Kansas and Iowa 


WHB KANSAS CITY 


10 ke. 


The Storz Stations 


dio for Today’s Selling 


Todd Storz., President 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


City 


REPRESENTED BY JOHN BLAIR & CO. 
WTIX New Orleans 
REPRESENTED BY ADAM YOUNG INC. 


WQAM Miami 


OHN BLAIR & CO. 


RCA Boycott on 
Products, Ads Is 
Hit in Dealer Suit 


New YorK, March 4—Three re- 
tailers and a wholesaler have filed 
a $1,500,000 damage suit in federal 
court here against Radio Corp. of 
America, Bruno-New York, the 
New York Post Corp., Hearst Corp. 
|and the News Syndicate Co. 

The plaintiffs—Bronx Master 
Sales Co., Savemaster Co., Save- 
master Co. of New Jersey and G-2 
Distributors—charged that RCA 
and Bruno-New York, distributor 
of RCA products, conspired to cut 
off their supply of RCA products 
and induced the publishers to de- 
cline their ads about RCA products. 
The defendants have 20 days to 
reply. 


s According to the suit, 


which 


troit, Strand Steel, Packard Elec-| Spray painting systems, Brooklyn, | socks triple damages on anti-trust 


charges, the plaintiffs’ franchises to 
sell RCA products were revoked in 
1954 when they refused to buy old 
models of RCA units in order to 
get new ones. Then the plaintiffs 
got RCA items through G-2 Dis- 
tributors, but this source was sub- 
sequently shut off by RCA, the suit 
said. 

The plaintiffs added that they 
turned to getting RCA products 
from transshippers; that they sold 
RCA items thereafter at discount 
and published ads about the prod- 
ucts. Then, last year, according 
to the complaint, RCA and Bruno- 
New York prevailed on the news- 
papers to accept no more advertis- 
|ing relating to the RCA products. 
| The four plaintiffs seek an injunc- 
| tion allowing them to advertise 
|RCA products, and they want the 
ee directed by the court 
|to accept their ads. # 


Jann & Kelley Realigns 
Managerial Setup 
| Jann & Kelley 

|newspaper' representative, has 
changed its corporate structure, 
advancing Henry C. Jann from 
| president to chairman of the board. 
He continues as treasurer. Vincent 
J. Kelley was elected president. 
| Named as vps are Frank H. Car- 
|penter, Walter Stecher and Fred 
Pitzer. Stephen F. Needham is sec- 
retary. 

The company also has named 
Robert J. Menadier manager of its 
new Kansas City office. Jann & 
| Kelley’s West Coast office has been 
appointed advertising representa- 
tive of the New York Mirror in 11 
western states. 


Inc., Chicago, 


FREE 
OFFER! 


“WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card” Brochure: Contains perforated 
| fluorescent swatches... technica! data . 
samples of different methods of using fluor- 
escent colors for maximum P-0-P impact. 
Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
| in fluorescent field. Kit saves time and money 
| on every job! 
apes your vey B pana printer. . 
your bright 


. Spat Saas 


3550 Towhy Ave. * Chicago 45, II! 
Nework, N.J.* Son Leandro, Cal 


| tent cenit Inc. 
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@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 342 counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. « JANESVILLE, WIS. 
EMerson 5-8811 PLeasant 4-3311 


“DEAR 


Whether it is an order for your product or a 
“thank you”’ for a courtesy extended, the first 
impression often depends on the envelope. 
Here at Champion, we are continually seek- 
ing and finding ways to make our envelope 
papers serve you better. 


CHAMPION PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY « HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta, Dallas, and San 


Francisco. Distributors im every major city 
Quality coated and uncoated papers for books, magazines, 


envelopes, labels, boxwraps, greeting cards, business 
forms, tags, tablets, food packaging, and many other uses 


CHAMPION SETS THE 


Dry pulp is baled for shipment from 
the Texas to the Ohio Division. 


73. & 
4 


@ ...in Wisconsin the combination is... 


BELOIT NEWS and JANESVILLE GAZETTE 


f 


PACE 


| Department Store Sales.. 


Advertising Age, March 10, 1958 


Sales Rise 1% in March 1 Week 


| WaAsHINGTON, March 7—Depart-| 


rent store sales across the country 


rose 1% over a year ago during the | 


week ended March 1, the Federal 
Reserve Board reports. 

For the period from Jan. 1 to 
March 1, sales were running 3% 


ago, however. 


showed losses: Chicago, 6%; Min- 
neapolis, 4%; Kansas City, 6%; and 
| Dallas, 8%. Atlanta and St. Louis 
reported no change. The remaining 


Boston, 2%; New York, 8%; Phila- 
delphia, 13%; Cleveland, 2%; Rich- | 
mond, 12%; San Francisco, 2%. 


ages for these districts will be 
available next week. For the prior | 


“ae 


SIR: WE ARE HAPPY....’ WITH CHAMPION PAPERS 


IN PAPERMAKING 


behind the similar period of a year | 


s Of the 12 FRB districts, four 


districts showed gains as follows: | 


Detailed breakdown of percent- | 


two weeks, sales broke down as 
follows: 


% Change from ‘57 
Week Ending 


Federal Reserve Feb. Feb. 
District, Area, and City 15 22 
UNITED STATES .... 1K 
Boston District .... —29 
Metropolitan Areas 
a re * 0 —33 
} Downtown Boston ......... ~ — 4 —42 
Suburban Boston ............. +11 —13 

Cambridge pane +9 

Quincy ...... +3 
OS en . —8 —12 

City 
ee — 8 —27 
New York District ................ — 1 —32 
| Metropolitan Areas 
I sihintiieimetienennngiinintns —19 — 36 
New York-N.E. 

NOW JOTSCY .....ccccccccccccncne f 2 —31 
Newark ........ eaten —35 
New York . 34 

Rochester . 45 
Syracuse ......... : —33 
Phiiadelphia District” —e —39 
Metropolitan Areas 
. + 4 37 
THREE Gtattitcienscimecnnunn a © = 
ID sitabintenttncrensocetintaens r— 6 —40 
Philadelphia . seine 2 —39 
Reading ............. niaintamesetiiity, | —41 
RET Oe eT r—7 —58 
Wilkes-Barre Hazleton . r—10 —32 
Cleveland District en | _—2 
Metropolitan Areas 
Lexington . - ae —16 
Akron .......... . . +72 —26 
COMBO  -n.cserecrercoees - + 46 - 39 
Cincinnati .. 10 16 
Cleveland ...... ae «4 
Downtown Cleveland _ —21 —37 
Columbus .. salccieticn, ae — 8 
—— d a eee —16 —15 
) | ones leah —s —31 
DD ‘sncsasinntiasterveestiaiit . —6 -—13 
Wheeling- Steubenville . —18 —22 
Richmond District ............... — 1 —S3! 
Metropolitan Areas 
Washington ......... r+ 4 — 24 
Downtown Washington ~ T+ 7 —25 
CO r— 7 —55 
Downtown Baltimore ...... r—10 — 56 
Richmond ........... Se —18 
Atlanta District ....0000000000... —8 rI5 
Metropolitan Areas 
Birmingham . —40 — 4 
Mobile _......... 18 0 
Jacksonville —1l — 3 
Miami sia + 7 —1 
Downtown Miami r+ 5 —4 
Atlanta ‘ — 8 —1l4 
Augusta . . r— 8 —16 
New Orleans - +17 — 44 
Knoxville .... : —26 —13 
City 
Tampa 20 +7 
Chicago District LL! —13 
Metropolitan Areas 
Chicago ............ 11 12 
Indianapolis . 11 19 
Detroit ....... 10 17 
Grand Rapids 17 17 
Milwaukee . 5 11 
St. Louis District ............... —1s — 8 
Metropolitan Areas 
| Little Rock ...... 22 — 3 
Louisville .. -13 —15 
St. Louis ...... — 9 — 4 
Memphis ...... —19 —14 
Minneapolis District ‘ —12 — ! 
Metropolitan Areas 
Mpls.-St. Paul ..... ® ° 
Mpls. and Suburbs ; ® . 
|| een 6 2 
Cities 
Duluth-Superior .... - 6 6 
Kansas City District —% +1 
Metropolitan Areas 
BOIIUEE  ccomneimnicennin — 3 0 
Topeka —10 +2 
Wichita a —14 — 5 
Kansas City ............ r—13 -2 
St. Joseph ....... ‘ —20 —10 
Albuquerque ... —4 +1 
Oklahoma City nas —24 + 3 
Tulsa ...... a —— +17 
City 
Joplin ....... shasciitaih —25 —17 
Dallas District —— —18 —7 
Metropolitan Areas 
Dallas ‘ . —18 —1 
El Paso had . — 8 — 32 
Fort Worth ........... 16 — 3 
Houston 26 —16 
| San Antonio 10 17 
| San Francisco District -_ 1 —% 
Metropolitan Areas 
Los Angeles-Long Beach — 2 — 7 
Downtown Los Angeles — § —15 
Westside Los Angeles — 1 — 8 
Sacramento ............... 412 +8 
a . —6 — 9 
| San Francisco- Oakland ... — 3 —15 
| San Francisco City ......... —3 —14 
SS ' —2$ 
| Portland ......... —_ — § 
Salt Lake City .... — 6 
Seattle . — 9 
Spokane —31 
Tacoma .. —18 
| o—enoveane. *Data not available. 
| Taylor Heads Y&R, Montreal 


| Wilfrid Taylor has been named 
manager of the Montreal office of 
Young & Rubicam, effective April 
i, succeeding Ward S. Hagan, who 
is moving to the agency’s inter- 
national division in New York. 
|Mr. Taylor formerly was vp and 
| creative director. 
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John Held Jr., 69, 
Ad Illustrator, 


Cartoonist, Is Dead 
New York, March 4—John Held 


Jr., 69, famous cartoonist of the 
1920s, who immortalized the flap- 
per and the roistering prohibition 


era, died March 2 at his home in 
Belmar, N.J. He had been in de- 
clining health for the past two 
years and underwent a throat can- 
cer operation in February, 1957. 

Born in Salt Lake City, Mr. Held | 
came to New York in 1919. Self- 
taught, he worked for a time on 
the New York newspapers. His il- 
lustrations first appeared in the 
old Life; by 1925 practically every | 
popular magazine in the country | 
had printed Held drawings. Hearst 
Newspapers paid him $2,500 a week 
for a syndicated cartoon strip, and 
The New Yorker, which didn’t care 
for his flappers, printed his wood- 
cuts as illustrations. 
® He also did a number of adver- 
tising illustrations through Batten, 
Barton, Durstine & Osborn for 
Timken Roller Bearing Co. and for 
Park & Tilford’s Tintex dyes. 

He wrote and illustrated a num- 
ber of books; in recent years, he 
had been most active in sculp- 
ture. 


BEN FRANK 


New York, March 4—Ben Frank, 
51, president of Dundes & Frank, 
died Feb. 27 after an extended ill- 
ness at the Hospital for Joint Dis- 
eases. 

Born here, Mr. Frank was grad- 
uated from City College in 1928. 
He joined the advertising staff of 
the New York Herald Tribune and 
later moved to the New York 
World-Telegram, where he became 
retail advertising manager. In 1935 
he joined the Bachenheimer- 
Dundes agency as an account exec- 
utive. In 1946 the agency became 
Dundes & Frank, and Mr. Frank 
became president. In World War 
II he served as a lieutenant in the 
Navy; at his death he was a lieu-| 
tenant commander in the Naval 
Reserve. 


PHILIP H. KEMPER 

Cuicaco, March 4—Philip H. 
Kemper, 57, advertising manager 
of Bowman Dairy Co., died last 
night in St. Francis Hospital, 
Evanston. A resident of suburban 
Wilmette, Mr. Kemper had held 
the advertising post with the dairy 
since 1930. 


RAY H. REYNOLDS 


CHICAGO, March 4—Ray H. 
Reynolds, 61, exec vp and manager 
of the Chicago office of Rogers & 
Smith, died of a heart attack yes-| 
terday in the Chicago & North- 
western railroad station. He had 
been with the agency for more 
than 30 years. He was a resident 
of suburban Glen Ellyn, III. 


Tallman, Smith Moves 


Tallman, Smith & Associates, 
direct mail agency, has moved to 
larger quarters in the Wrigley 
Bldg., Chicago. The company, 
about nine months old, is expand-| 
ing its services, adding agencies | 
and advertisers to its client list, 
in addition to printers and letter 
shops, which it has been servicing. 


i Ree aid 


UPTURN EXPACTE 
IN HOMEBUILDING 


Eager Buyers and Easier 
Loan Funds Hint Worst 
of Stump le Over 


MILLION UNITS MAY 


Purehacer inereate (22 


ing industry, 


ous year. 


were 


UPSWING IS SEEN 
FOR HOME STARTS 


Non-Residential Building’! 
Declining in See-Saw 
Contract Pattern 


Contracts for future construc- 
tion, a sensitive barometer of 
conditions ia store for the build-|" 
slightly and 
higher in 1957 than in the previ- 


The record of contracts 
awarded throughou 
try followed an unusual pattern ‘cpa tne the he a 
Contracts for residential con- 
struction in the first half of the 
year were down, while in the/’. 
last half they were higher than 


t the coun- 


— | Housing Starts in January Rose 
sie To 1,030,000 Rate, Topped December 


ais to the fe | Rate Te the Hichest Sineisl oe G. Severin of the Natiohal Association of 


Desire to Invest 


’ President Says January Requests for FHA Mortgage 
mau rom cao row Insurance on New Homes Rose 14% From December 


said, offers “dramatic proof” 
‘ can play a “major role in 
+m out of its current economic 
wd forthright action is taken 
mal leaders.” 

argued many families are 


projects to be completed in six or nine months, 
rather than 5 to 15 years. 
Vice President Nixon on Saturday gave 


womes, and if terms are mage 
Vt.) said the President has “got to act—and 
act quickly—before the situation gets out of 
hand" As a stagi, he recommended immedi- 


of the A ation’s cau-jate cancellation of Farm Secretary Benson's 


When ib asad 
Definite signs are | 
that the worst of the : 
Pople del Unusual Step of aed 
” — Figures Seeks to Boost , \i* F 
Conf wedge 


__ [BRTTER YEAR SEEN’ 
an namoal “ IN HOME BULL BUILDING ---. ~~ ee ‘y a 


Meeting Hears -fteare Opsrtonen, 
Cole and Others Tell of | 
Chances for Upturn 


(BUILDING TERMED 


KEY 10 RECOVERY 


Clague, in Talk Here, Says\aay that: 
Home-Construction Rise | 


By WALTER i. STERN 
Special to The New Yoru Time. 
CHICAGO, Jan. $9—Bonbers | 
the National Association of 
ome Builders heard Govern-— 
‘ent officials and spokesmen 
© lending institutions predict 


There is a market for 1,300,- 


new dwelling units a year,! 
solely to take care of new fami- 
lies and housing replacements 
made necessary by the disloca- 
tions of slum clearance and 


OTee nen eerentas nenerem. 


Mg recovery measures 
jeve that Government spending for things you 
leed can stimulate the economy, , 
speech in Phoenix, Ariz 


“We be-lorder to reduce dairy price supports April 1, 
lowering of interest rates to farmers and home 
builders, and a speed-up in the Federal high- 
way program 

The favorable gg Ae housing 
in January by M - Eisenhower showed. 


that in eAditins ta «= 


he said in 
“New Deal spend- 


Every reliable source says 


HOME BUILDING IS 
HEADED UP IN ’58 


And the time to advertise —to sell 

this market —is now. Hundreds of thousands 
of building products are being bought 

now for hundreds of thousands of new homes 
that will spring up across the country 

this Spring, Summer and Fall. 

But for competitive '58 — brands bought 
will be brands that make homes easier 

to sell. If the brand name of your products 
make it easier to sell homes, say So, in over 
100,000 copies of the #1 guide to 


HOME SELLING AND MERCHANDISING 
House & Home’s Annual Directory, May 1958 


Check now to make sure your ad 


Here’s an ideal issue for your advertising to 


is on schedule 


for this strong brand-selling issue 


Reservations Closing 
Multi-color March 12 March 19 
& Covers 
Black & White 
&2color March 19 March 26 


@PF FP PPh 


0 @ 


10. 


Present your builder sales plans 

Announce your new or improved merchandising services 
Show your point of sale displays 

Offer your sales-training programs 

Merchandise your consumer advertising 

Feature the built-in sales appeals of your products 


Create added advertising impact (your ad in a four-color 
spread would cost little more than $3000) 


Demonstrate your entire line of products 


Announce your new products or the new models of your 
existing line 


Sell the hidden assets of your products as well as their 
visible assets 


House & Home PUBLISHED BY TIME INC. 


9 ROCKEFELLER PLAZA, NEW 


YORK 20, NEW YORK 
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“CONVERTIBLE’—With two removable metal side panels, Studebaker- 
Packard Corp.’s new Studebaker panel-wagon can be quickly con- 
verted from business to pleasure and back again. The panel-wagon 
carries an advertised delivered price of $2,088 plus transportation 


and local taxes, if any. 


MUSIC AN D— 
Jas. Barclay & 
Co. won first 
prize for this 
Corby’s ad in the 
1957 competition 
sponsored by the 
American Music 
Conference, Chi- 
cago, for the most 
effective use of 
music as a theme 
in non-musical 
advertising. 
Brooke, Smith, 
French & Dor- 
rance, Detroit, is 
the agency. 


Hurst Gillespie Raphael Squibb 
OH YOU Kipi—Jim Hurst, New York manager of The 
Saturday Evening Post, pushes as Dave Danforth, 
exec vp, Batten, Barton, Durstine & Osborn, guides a 
1925 Stutz—the prize, along with a “matching” rac- 
coon coat, in SEP’s circulation bonus guessing con- 
test for ad people (AA, Feb. 10). The flappers are 
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WINSTON. TASE ‘GOO 


1 
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Winston Tase Good 


SLOGAN LiVES—Garry Moore’s guests on R. J. Rey- 
nolds Tobacco Co.’s “I’ve Got a Secret” (CBS-TV) 
lend their names to make up the “Winston Tastes 


Lika C. Garrett Schultz 


Good Like a Cigaret Should” slogan. Unable to turn 
up a fan named “Shouid” or “Cigaret,” Garry Moore 
had to content himself with C. Garrett and Schultz. 


EDUCATIONAL TV—This RCA display 
for color tv actually shows prospec- 
tive customers how to tune in col- 
or tv. By twisting color knob, pic- 
ture changes from b&w to color. 
Then tint knob can be adjusted to 
adjust color and shading. 


McCown Danforth 
Christina Gillespie, Jerrianne Raphael, June Squibb 
and Ellen McCown, members of the cast of “The 
Boy Friend.” SEP is now offering clues in the con- 
test and says that its estimated circulation for the 
Feb. 15 issue hit an alltime high of 5,871,000; the cir- 
culation base is 5,200,000. 


ATMOSPHERE—Three new three-dimensional spectaculars in Los Ange- 
les, Miami and New Orleans are pilots for a new outdoor campaign 
being launched by Jack Daniel Distillery, Lynchburg, Tenn. The 
scene here is designed to capitalize on Tennessee background themes 
used in the distillery’s print advertising. Another, “Seldom plentiful 


} 
| 
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—always sippin’ smooth,” is de- 
signed to “counteract the Jack 


Daniel shortege caused by J rusnes aAnes—Westinghouse 
mounting demand.” Gardner oe 9 


‘cm : dealers this spring, as part of the 
Advertising Co., St. Louis, is Westinghouse $2,000,000 major ap- 
pliance “Blue Chip” promotion, 
will offer this scale range, which 

is a recipe file. 


the agency. 


PRETTY KITTY—Representing WLOF-TV, Orlando, and its kitten trade- 
mark, Dorothy Dolliver delivers a briefcase of facts on the station 
to Paul Reardon of Ted Bates & Co., New York. 


BUY WITH CONFIDENCE FROM 


VICART 
3905 SO.GRAND 


LANGENBERG 
MOLOENMED 


FOR REAL—An actual model of a 1958 Dodge Coronet Lancer is fea- 

tured as a portion of the design itself in this outdoor spectacular 

erected for Vicart Motors, St. Louis, by Naegele Outdoor Advertising 
Co., St. Louis. The model can be changed in 30 minutes. 
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The tremendous editorial force exerted by the news magazine 
field—-NEWSWEEK, TIME, and U.S. News & WorLD 
REpPorRT — is paralleled by the great advertising 
and merchandising power of these three 

magazines. The 9,795 pages* of advertising they 
carried during 1957 were: 


Over one-third the pages carried by the entire 
weekly and biweekly field (28,607) 
... More advertising pages than carried by Life, 
Look and The Saturday Evening Post 
combined (9,283) 
... More pages than the 10 magazines in 
the women’s field (8,380) 
... More pages than the 17 magazines 
in the monthly field (8,275) 
. .. More pages than the 10 
magazines in the home field 
(8,133) 
... more pages than 
Business Week, Fortune, 
Nation’s Business (8,905) 
. .. more pages than the 
outdoor sports and 
mechanical field 
(6,491) 


Will YOUR TAKE 
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Published by NEWSWEEK... 
The magazine for communicative people 
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‘Everywoman s 
Circle’ Claims 70% 
of Chain Volume 


(Continued from Page 3) 
after serving as eastern ad mana- 
ger, said today he hasn't decided 
about his next job. George Kueb- 
ler, eastern ad manager, said he 
has “no plans.” Neither had been 
asked, as of today, to join Circle. 

Mr. Scarborough said some peo- 


NEW this moath Everywomen’: snd Family Curcke are combuned! 
Recipe ipeciaities of four tameus ims 
‘ty besband HATES suspemce.” says Mrs. Aire iithewch 
07 things for youngsters tee Denies tight 


Rank 


ple—he did not specify the number 
—would remain on the job “to) 
finish out our last issue, the May | 
number.” 


s Mr. Scarborough at one time 
was publisher of Crowell-Collier’s 
American Magazine. In 1951 he} 
was named president of Family 
Publications Inc., publisher of 
American Family. He remained 
with American Family until 1955, | 
when he was named to succeed} 


Robert L. Haag as president and | pop Good Housekeeping. 


publisher of Everywoman’s. 


| 
Mr. Haag resigned only weeks! g with the July, 1958, issue, the 


after he had attacked Better Liv- 
ing, now defunct supermarket 
monthly put out by McCall Corp., 
for what he called “unorthodox” 
publication of “unfactual” infor- 
mation about negotiations said to 
have been aimed at the purchase 
of Everywoman’s by Better Living. 
Mr. Haag became incensed at 
a Better Living letter sent to su- 
permarket distributors, advertisers 
and agencies; it said Everywoman’s 
desired to sell and explained that 
the offer “was made in the light of 
their [Everywoman’s] disclosures, 
that Everywoman’s experienced 
considerable financial losses for the 
1l-month period ending May 31, 
1955; and that there is a likelihood 
of greater 
told its people that its purchase of- 
fer was subsequently rejected. 


es Mr. Haag became president and 
publisher of Everywoman’s as the 


successor to Paul Hunter, who was) 
in the original group of founders | 


of the magazine, who first got it 
out in January, 1951. Directors of 
the magazine then were Mr. Hun- 
ter; Joseph Seitz, president of Co- 
lonial Stores; 
vp of Food Fair; Harley Mc- 
Namara, president of National Tea, 
and Raymond Fisher, of Cuneo 
Press. Mr. Hunter left the magazine 
in mid-1953. He established Hun- 
ter-Tewksbury Co., West Coast 
magazine representative. 


s The merged magazine, said Mr. 
Leberman, “will be sold by virtu- 
ally every sizable food chain in 
the U. S. and Canada, with the 
single exception of the A&P, which 
sells Woman’s Day.” Family Cir- 
cle, which distributes 
Safeway, Kroger, 
National and Winn-Dixie, among 
others, will now add such distri- 
butors as National Tea, Colonial, 


Food Fair and Wrigley chains. Cir-| 


cle’s current distributors total 
7,290 stores, to which will be added 
5,367 stores which had been han- 
dling Everywoman’s. Combined an- 
nual volume of the chain stores is 
something like $12 billion, de- 
scribed by Mr. Leberman as “70% 
of the total chain grocery volume 
and 25% of all retail grocery sales 
in the U. S. and Canada.” 

Mr. Leberman said the new mag- 
azine will offer “the lowest cost 
per 1,000 among all leading wom- 
en’s magazines.” He said that Cir- 
cle’s b&w cost per 1,000 will be 
$3.24 compared with $3.33 for 
Woman’s Day, $3.60 for Good 


Housekeeping, $3.67 for McCall’s| 


and $3.67 for Ladies’ Home Jour- 
nal. Circle’s 5,000,000 rate base was 
compared with 5,250,000 for La- 
dies’ Home Journal, 5,200,000 for 
McCall’s, 4,400,000 for Better 
Homes & Gardens and 4,000,000 


losses.” Better Living | 


_adding 300,000 to its present circu- poco Corp.; silver medal, photogra-| | 
lation by June via new distribution | °°”: Ss oo ee! 2 
|channels in independent super- | Magazine illustrations, b&w: Gold med-| 3 
markets and chains in 12 western §@!. art, Ayer for Bell Telephone System. a 
| states | Newspaper illustration, color: Silver 5 
. medal, Ayer for Hamilton Watch Co., and 
: ; Arndt, Preston, Chapin, Lamb & Keen 6 
® Both Family Circle and Every-|for San Giorgio Macaroni Co. 7 
, s *e iy, Trade periodical ad illustration, color: 
woman’s los r } , 8 
| d tisi I eg last yaas 7 Gold medal to Lester Rossin Associates 9 
|@ verlising dollar volume. Circle |inc. tor Lederle Laboratories. 
Artnur Rosenberg, dropped from $10,683,188 in 1956) Trade periodical ad illustration, ba&aw:| 10 


through copies. # 
American, First! 


1 
2 
3 
4 
5 
6 
7 
8 
9 
0 


small “Every- 
woman’s” and | 
large-size “Fami- | 
ly Circle,” the | rank 
merged maga- | 
zines first appear 
as one in June 
with this cover. 


tow te acheeve “THAT LIMABLE LOG” 
(ight Loler pages Ned with beoety beige: j 
a . ee | 


Ayer Wins 6 Awards | 
combined magazine will offer eight in Philadelphia Art 
regional editions: New England, 7 7 
North Atlantic, Middle Directors Showing 


Atlantic, | 
Southern, East PHILADELPHIA, March 5—N. W.| 


CWVCONO USA WH — 


Central, North 
|Central, Northwest and Western. Ayer & Son again walked off with 
| The North Atlantic edition is New|the bulk of the agency honors at 
| York state alone; Middle Atlantic| the 23rd annual Exhibition of Ad- 
includes Pennsylvania, Virginia, vertising, Editorial Art & Design 
New Jersey, Maryland and Wash-|sponsored by the Art Directors 
ington, D. C. The East Central|Club of Philadelphia. 
edition includes Illino¥s, Michigan, Ayer won three gold medals and 
Ohio, Indiana, Missouri, Kentucky, two silver medals. Holiday won 
Tennessee and West Virginia. three gold medals, and Erwin Wa- 
While Family Circle now has sey, Ruthrauff & Ryan was next 
a guarantee of 4,000,000 and| with one gold and one silver medal. 
Everywoman’s one of 1,900,000,| Following are the award win- 
Mr. Leberman said he expected | ners: 
ithe initial combined rate base of| Magazine illustrations in color: Gold | 
5,000,000 would be exceeded in|™e4al, art, N. W. Ayer & Son, for De-| 
actual delivered figures. Last | beers Consolidated Mines Ltd.; gold medal, | 


Rank 


CoMVOnNO WA WN — 


1 photography, Ayer for Container Corp. | Rank 
month Circle announced plans for|of America; silver medal, art, Ayer for 


to $9,030,483 last year, and Every-| Gold medal, Erwin Wasey, Ruthrauff & 


| ; : | Ryan for Lederle. 
woman's declined from $2,894,613 Direct mail, color: Silver medal, John T. 


to $2,138,124. Circle’s biggest year | Hall & Co. for C & D Batteries Inc. 
was 1955, when its total came to| Direct mail, b&w: Silver medal, New 
1955 | York Times, Thomas Vroman as art di- 
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Nielsen Network TV 
Two Weeks Ending Feb. 8, 1958 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


Program 


ey Ge ties Cs eines tntcic crs Sev ce snnssonssaiccisocmnizatsicconinens 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS 
Danny Thomas Show (General Foods, CBS) 
Perry Como Show (Several sponsors, NBC) 
I've Got A Secret (R. J. Reynolds, CBS) 
Wagon Train (Several sponsors, NBC) ..........cccccssssessessssseseeseeetseeesensneneenee 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Cheyenne (General Electric, ABC) 
Bob Hope Show (Plymouth, NBC) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 


PROGRAM POPULARITY} 


Program 
Lucille Ball-Desi Arnaz (Ford, CBS) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Danny Thomas Show (General Foods, CBS) 
Perry Como Show (Several sponsors, NBC) 
Cheyenne (General Electric, ABC) 
I've Got A Secret (R. J. Reynolds, CBS) 
Wagon Train (Several sponsors, NBC) ..............c..cccssesseesseessessesteeseereeenseerenenes 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Bob Hope Show (Plymouth, NBC) 


Tales of Wells Fargo (American Tobacco, Buick, NBC) .................. iccudaian 
Nielsen Average Audience** 
Homes 
Program (000) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o............cccccccsecsesesseseeeeenees 18,148 


Lucille Ball-Desi Arnaz (Ford, CBS) 
Danny Thomas Show (General Foods, CBS) 
OD GS A, Smee CR, 2, CR, COD wcstnstsescrsereseisoscoseccesseenesseeocceneshenins 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Have Gun, Will Travel (Whitehall, Lever, CBS) oo.........cccccccccccccccceceeceeeneee 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
You Bet Your Life (DeSoto, Toni, NBC) ...............cc0c0000 
Tennessee Ernie Ford Show (Ford, NBC) 
December Bride (General Foods, CBS) 


PROGRAM POPULARITY} 


Program 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Lucille Ball-Desi Armaz (Ford, CBS) ........ccccccccccccccccececsceeceeseeeeees 
Danny Thomas Show (General Foods, CBS) .... 
I've Got A Secret (R. J. Reynolds, CBS) ........ 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Have Gun, Will Travel (Whitehall, Lever, CBS) .o.......000.0000cccccccccees 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Cheyenne (General Electric, ABC) .......ccccccccccccccsscssceessccecseeeseees 
You Bet Your Life (DeSoto, Toni, NBC) 
December Bride (General Foods, CBS) 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 


** Homes reached during average minute of the program. 
¥ Percented ratings based on ty homes within reach of station facilities and by each 


| $12,106,701. Everywoman’s a program. 
take amounted to $3,020,960. Cartoon, color: Gold medal, Triangle 
Publications for TV Guide. 
's Cuneo Press, which printed | Cartoon, b&w: Silver medal, Gray & 
| Everywoman’s, will now print the | Rogers See Videodex Network T V e 
2,000,000-copy eastern edition of | Indoor poster: Silver medal, EWRR for 
‘the combined books. Kable Print-| Western Saving Fund Society. Feb. 1-7, 1958 
| | Editori " 
ing, Mount Morris, Ill., which has .o' Houday; silver medals, Cosmopolitan Cc ht by Videodex I 
been the Family Circle printer, and Young People. opurio — 
will turn out the other 3,000,000 — illustration, b&w: Silver medal, | Rank Program (%) 
ie eoness @d0 motel, titties 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) oo........cccccccccccsesesssessesesesees 40.2 
| silver medal, George Dukes, art director, Perry Como (Several sponsors, NBC) 37.9 
Revlon Breaks Drive for |sae photographer Alfred Ignarri of Merck| 3 Danny Thomas (General Foods, CBS) 35.4 
Sharp & Dohme. 
‘Top Brass Hair Dressing na cee Wie aed, sonn S ; a Rage ot ee ae iene Ded ditbinntiosaponesnacncstesnscossneciocesesetinnsniae 33.1 
Revion Inc. New York, has |Jones, Philadelphia Bulletin. ya arp ( ‘ neral Mills, Procter & Gamble, ABC) oo...........ccccccccccceeeee 32.3 
broken a national campaign for | TV **! Gold medal, Dailey Service for| 6 i 
‘ Be p SKF Industries Inc.; silver medal, Daily| 7 ee 31.7 
Top Brass hair dressing for men, service for Lukens, Savage & Washburn. 8 Studio One (Westinghouse, CBS) 
im test for the past year (AA, Dec.| iagedine 06, cater: Giver model, DyAsey , g PEE eli iienpeenatUhabididiasitbarssecesesnessessecsannsestctdoasiubenon 31.0 
9). Advertising includes the com- Advertising for Olin Aluminum. + Tennessee Ernie Ford (Ford Motor Co., NBC) 30.8 
ee he omy Pata 3 | Trade periodical ad, two or more colors: | 10 GE Theater (GBomorel Gactete, COG) cccccccsecsccsessessescnssssccesccosvsssnsscessensscososesesnces . 
bet eee ge and | silver medal, Smith Kline & French Lab-| — 
“Walter inche ile” television oratories. 
| howe, newspapers ranging up to  Pharenecoution! direct mail: Silver mea-| Rank . Program (000) 
a page, radio end television spots |! Merck Sharp & Dohme. 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o00...........cccccccccccccccecesceseennsece 14,304 


. Booklet or direct mail: Gold medal, The 
and black-and-red Magazine Faicon Press. 

pages. “Keeps your hair in place Promotional material: Silver medal, 
around-the-clock. Fights dandruff Dailey Service, the Philadelphia Museum 


—_" ., School of Art. 
hour after hour” is the theme. Emil ow hs posters: 


Mogul Co., New York, is the Top Sharp & Dohme. 
Brass agency. Editorial page, coler: Gold medal, Hol- 
r iday. 

House organ: Silver medal, 

Booraem Named Manager Hirsch & Carchidi. 
: Packaging, book jacket or record album: 
Fletcher V. Booraem has been Silver medals, Westminster Press and Co- 
appointed manager of the Boston jumbia Records; Gold medal, Cardmon 


3 

4 

5 

Silver medal, Merck 6 
7 

8 


Kramer, 9 


Perry Como (Several sponsors, NBC) 
Danny Thomas (General Foods, CBS) 
Bob Hope (Plymouth, NBC) ................... 
Lucille Ball-Desi Arnaz (Ford, CBS) 


Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Studio One (Westinghouse, CBS) 
GE Theater (General Electric, CBS) ....... 
Kraft Theater (Kraft Food Co., NBC) 


*Homes viewing in cities where program is telecast. 


office of Communications Counsel- ee a a 

" : ditional silver medals were awarded 
ors Inc. Formerly with the Wall to John Wagner & Sons and Container 
Street Journal, Mr. Booraem ran Corp. of America for Fieldcrest Mills 


his own public relations organ- Miscellaneous gold medal to Schroe- 


ization in the Boston area for about 4¢t/Lewis; silver medals to Gering-Ka- 

hana Associates and Harold Lewis. Special 
gold medal to Eugene Feldman for ex- 
|cellence in printing. 


|four years before joining CCI last 
| September. 


Burke to ‘American Druggist 

E. 
with The Saturday Evening Post,| with WPAT, Paterson, N. J., has 
has joined the Chicago advertising | joined Simmons Associates, tv and 
sales staff of American Druggist,| radio station representative, New 
New York. 


|MacFadden Joins Simmons 


Ww. Harold A. MacFadden, formerly 


(Ted) Burke, formerly 


York, as account executive. 
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BLACK GOLD—Armour & Co. kicks 
off its fourth annual Dial soap 
“Win an Oil Well” contest on “Big 
Record” March 12 and will use 
color pages like this one in Life 
(March 12), Look (April 1) and 
newspaper supplements. Foote, 
Cone & Belding, Chicago, is the 


agency. | # 


50% Business Rise 
Forecast in Boston 
Adclub’s Report 


Boston, March 4—Total adver-| 
tising effort in the Boston area is 
expected to increase as much as 
50% during the next 10 years. 

This is predicted in a compre- 
hensive “Report on Boston Adver- 
tising & Allied Industries” com- 
piled by a dozen volunteers—lead- 
ers in their respective fields and 


members of the Advertising Club) | 


of Boston. 


The report’s summary of the! J 
Boston advertising agency busi-|§ 


ness: 

“Big, lively and highly competi- 
tive.” Volume of billing is approxi- 
mately $120,000,000 (including 
$30,000,000 serviced outside the 
Boston area). Approximately 1,- 
250 people, 150 organizations, in- 
cluding 80 “one-man” agencies and 
19 Four A’s agencies. Wages and 
hourly costs are above or equal to| 
all but two other U. S. cities—Chi- | 
cago and New York. It ranks about 
third in potential of all eastern 
cities in growth possibilities. 


s Report compilers on the agency 
business were: 

Frank S. Christian, vp, Kenyon 
& Eckhardt; William B. McGrath, 
vp and managing director, WHDH- | 
AM-FM-TV; Edwin E. Leason, 
treasurer and director, Dickie- 
Raymond; Caroline Harrison, pres- 
ident, New England chapter, 
PRSA; and Charles W. E. Morris, 
N. E. advertising manager, Chris- 
tian Science Monitor. # 


McMasters Joins W&L 

Gene McMasters, formerly a vp 
at Dowd, Redfield & Johnstone, has 
joined Warwick & Legler, New 
York, as a vp and account super- 
visor, 


Schwartz Joins Doerfler 

Edwin J. Schwartz, formerly a 
copywriter with Doherty, Clifford, 
Steers & Shenfield, has joined B. 
R. Doerfler Co., New York, as an 
account executive. 


|| ‘Inquirer’ Boosts Roto Rates 
‘| The Philadelphia Inquirer has|April 1. The new monotone page 
|increased its basic rates on its To-|cost is $3,100, as against the old 
\\day Sunday rotogravure magazine | rate of $2,800. The rate is the same 
‘jand its Sunday roto tv program 


section by about 11%, effective 


for each section. 


Henry Slamin Joins K&E 

Henry Slamin, formerly an ac- | 
count executive at Donahue & Coe, | 
has joined Kenyon & Eckhardt, 
New York, as an account executive. 


| Lazarus Leaves Schlaiter 


insurance field. 


And 25% of 


GLENDALE NEWS-PRESS ~- 


K | 
“The Ring Ey of Truth’ ae 


Only “hometown” newspapers can give you 


effective coverage of Greater Los Angeles . 


ALHAMBRA POST-ADVOCATE - 
BURBANK DAILY-REVIEW + 
CULVER CITY EVENING STAR-NEWS ~- 


Bee oe ‘oe asa 


. the vast suburban 


market which surrounds the city itself 


Of all Los Angeles County sales, 53% are made outside the city. 


the people in this Greater Los Angeles 


market live in communities served by the COPLEY “Hometown” 
Newspapers. Hit them where they live! Include these 


newspapers in your advertising plans. Maximum penetration 


. . complete flexibility . . . and strong 


merchandising support at the local level. 


MONROVIA NEWS-POST 
SOUTH BAY-DAILY BREEZE 
SAN PEDRO NEWS-PILOT 
VENICE EVENING VANGUARD 


COPLE cs NEWSPAPERS 15 “Hometown” Newspapers covering 


Greater Los Angeles—Springfield, Illinois—Northern Illinois —and San Diego, California 


Served by the COPLEY Washington Bureauy and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Ted R. Lazarus, account execu- 
tive at Charles Schlaifer Advertis- 
ing, has resigned to enter the life 
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Along the Media Path 


WTVJ, Miami, has produced a 
13-page booklet outlining the 
problems and solutions relative to 
presenting a daily television edi- 
torial. WTVJ, which began a daily 
tv editorial last September, out- 
lines the preparation, the mechan- 
ics of presentation and the results 
of its editorializing. The station has 
a limited number of copies of the 
booklet, “The Television Editorial 

...” on hand to fulfill requests. 


universities, child-caring institu- 
tions, VA hospitals, state-operated 
hospitals, county and city school 
superintendents, and others. 


e Beverage Bulletin, 
Hills, Cal., which distributes to li- 
censed beverage retailers in Cali- 
fornia, Nevada and Hawaii, has 
added retailers in Arizona, Colora- 


tion list, thus linking the entire 


Beverly 


do and New Mexico to its distribu- | 


\ gE [ ~a4 
first in space. with pictures | 


o 
’ 


Tue Dautas 
Times Hera 


OLD NIK—The Dallas Times Herald is right on top of the world with 
the latest news coverage, as its 24-sheet posters in the Dallas area 
illustrate. 


| western open states licensed bev- | 
e WFMY-TV, Greensboro, N. C., | erage market. 


raphy were presented to 25 news- 
has distributed 2,500 copies of its | | papers, published in eight states, at 
68-page history, “The Story of|¢ Super Market Merchandising|the annual winter meeting of the 
WFMY-TV.” Free copies have | has wrapped up a poll of its readers | Inland Daily Press Assn. Feb. 25. 
been sent to all public and paro-|in a brochure. The poll sought to| First place plaques in five divi- 
chial schools of seventh grade leve) | find out how extensively its read- sions were awarded to the Twin 
and up, within the 56 North Caro-|ers read the publication and how | City News Record, Neenah-Mena- 
lina and Virginia counties in the | they reacted to its new format. 'sha, Wis.; Journal, Stevens Point, 
station’s coverage area, as well as | Wis.; News, Iron Mountain, Mich., 


to public libraries, colleges seaie Awards for outstanding typog- | Herald, Grand Rapids, Mich., and 


Prominent Users of Strathmore Letterhead Papers: No. 133 of a Series 


q, 


A miniature energy cell 
operates the new Hamilton 
Electric Watch with 
precise, conatant accuracy, 
without ever winding. 


HW a ar a 


time for Quality! 


the Columbus Dispatch. Nine of 
the 25 prize winners are Michigan 
newspapers, six are in Illinois, 
three in Wisconsin, two each in 
Ohio and Minnesota and one each 
in Indiana, Iowa and New Mexico. 


e A newspaper section designed 
to help the home gardener get an 
early start on his spring gardening 
projects will be published March 
23 by the Chicago Tribune. This 
“Spring Garden Guide” will cover 
activities that should be planned 
or started early to insure better 
lawns, flower beds or vegetable 
gardens later on this year. The 
guide will be circulated as part of 
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the regular Chicago Sunday Trib- 
une on that day. 


|e Household’s April issue will of- 
| fer readers an “extra” with its pat- 
tern service. In addition to being 
able to order patterns featured in 
each issue, readers will also be able 
to order matching fabric, illustrat- 
ed in color in the issue. 


e An educational plan to acquaint 
local groups of marketing, sales 
and advertising people throughout 
\the U. S. with the values of spot 
\television has been put into effect 
|by Peters, Griffin, Woodward Inc. 
|The station representative has 
prepared a 22-minute slide pre- 
sentation, entitled “A Local Af- 
fair,” which is now being shown to 
food brokers, district sales manag- 
ers, regional distributors, manu- 
facturers’ representatives and oth- 
ers concerned with the marketing 
of consumer products on a local 
level. 


e The Bee papers in Sacramento, 
'Modesto and Fresno will adopt the 
ANPA-AAAA recommended col- 
}/umn measure about March 31. The 
new width will be 11 picas using 
3-pt. column rules. Classified col- 
umns will be set 9 picas and 9 
|points with 3-pt. column rules. Mat 
shrinkage will be reduced from 1” 


Rutman Porterfield Reardon Clapp 


AGENCY FOLK ROLL—Intermission games between agency men and 

women highlighted the WABC-TV party at the Roller Derby in New 

York. In the team dressing room before the game are Joan Rutman, 

Grey Advertising Agency; Grace Porterfield and Roger Clapp, Ben- 
ton & Bowles, and Paul Reardon, Ted Bates & Co. 


Business executives will tell you that the time 
for quality is always...and in every detail. They choose letter- 
heads, for instance, very carefully—knowing their correspondence 
is widely observed. They are aware it would be shortsighted to 
settle for second best when first quality papers — Strathmore let- 
terhead papers—are available. For this reason, the Hamilton 
Watch Company selected Strathmore for executive stationery 
that properly reflects corporate character. Ask your supplier to 
show you how a Strathmore paper will help express the quality 
of your company in your letterhead. 


Thriving Triangle 


is the big, fast-growing 
Metropolitan Area of 


wr 3 
ro HOPEWELL 
Hamilton Watch Company began manufacturing 
watches in 1892, principally for railroads. Since that time, 
Hamilton’s production has expanded to include quality watches 
of all types, all known for their “railroad accuracy.” Just this 
past year, Hamilton pioneered in an exciting new development 
in watchmaking — the world’s first Electric Watch. 


« PETERSBURG 


PETERSBURG © HOPEWELL © COLONIAL HEIGHTS: 


ECE 


2nd in Per Family Sales and 


5th MARKET in. 


©@ Retail FOOD SALES 
@ AUTOMOTIVE SALES 


® City Zone POPULATION® © Effective Buying INCOME 
ra 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT 
THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
ONION SKIN. STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 


LG 
TRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


©@ Per Family INCOME ©@ Total RETAIL 
@ GASOLINE Ser. SALES © Retail APPAREL 


To SELL Virginia, you must sell Virginia's Thriving Triangle 
with the dominant local coverage and undivided attention 
provided by these TWO Independently Published Virginia 
Newspapers. *A.B.C. 9-30-56 
Figures: SM 1987 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


JOHNSON, 
New York + Chicage + Boston + 


ENT, GAVIN & SINDING, INC. 
Atlenta + Greensboro + San Francisco + Les Angeles 
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MAN IN GRAY FLANNEL FEET 

Vedder, Needham, Louis & B= —rorby 

media man, holds up two Qe. F the 

oversized (rubber) feet sent Cremmait by 

the Cincinnati Enquirer to Push 

their new “giant” promotion (AA, 
Feb. 24). 


Bair 


to %”. A 60” newsprint rol Mie jj) 
still be used. At the same time, the 
three McClatchy papers will = =adopt | 
new classified type faces. In Sac-| 
ramento and Modesto the cE=-aange | 
will be to Linotype 5% pt. Spemartan 
Book, In Fresno the new tyPemme= wj)) 
be Intertype 5% pt. Futura 42— 


e Popular Science has launc BRieg a 
new merchandising program S3&oy jts | 
advertisers. It is called Maram pow. 
er Marketing Merchandising. ,;| 
many as 33 field men will Work | 
through jobber-dealer Otccuzatlets 

throughout the country, for B= op, 
lar Science advertisers. Thes@==— mon | 
will sell products, conduct SUBERE—Veys, 
put up display material, farramm,. iliar- | 
ize jobbers and dealers with Man-| 
ufacturers’ national adver—~=tising 
campaigns. 


e Department of New Laure=~ Js, | 

Mecanica Popular has the larg- 
est ad volume in its 10-year h= History 
in its April issue. Ad volumme—ne js) 
43% pages, an increase of Tae 9.4% | 
over April, 1957, and represet==—ts an. 
increase of 35% in revenue fpr the 
Spanish-language publication _ 

Esquire’s circulation reached an 
alltime high with the six Mame.onths 
period ending Dec. 31, 1957. ED +s to. 
tal ABC paid circulation was 829.- 
817. ‘ 

For the first quarter of fiscal 
1958 (February, March and 47 p,j1) 
True’s advertising dollar rem™~wenye 
amounts to $988,390, more than 
33% ahead of 1957. 

Family Weekly’s ad lina gamgeze jn 
1958’s_ first quarter was 179.2 
pages, up 38.8% over the 129.5 
pages in 1957. Ad revenue Worm—.as up 
77.1%—$2,795,130 compareeee—q tg 
$1,578,000 in the first quart. er of 
1957. 

Advertising volume of F°"™" goer) 
Grower was up 5.1% for these fir | 
quarter of 1958. During the= fi 
three months of 1958, the magazine | 
carried 176.69 ad pages, a Ne 7 Rain 
of 8.5 pages over the same E==> erjod | 
in 1957. 

During 1957, Christian Fo=amergiq 
broke all records for adver=—~—tising 
dollar volume in the maga zino’s 
80-year history. Advertising Teve-| 
nue for the year exceeded 3681 .- 
000, an increase of 8.6% OV@= =r aq. 
vertising revenue for 1956. 

National advertisers place@@_ = more 
general advertising in the CPF cago 
Daily News in January than Sim » any 
other January in the paper” ses pic. | 
tory. Daily News general adWerertic. | 
ing in January amounted tow. 304 . 
333 lines (adjusted for zone =e dyer- 
tising), 28,129 lines more tha=aan the 
previous high January (in 1957) 
representing a gain of 9.5%. | 


Logan Named Publisher 

Robert B. Logan, sales mae nager 
of Bechik Products, St. Pau gyp- 
plier to bedding and fur-—~gnityre| 
manufacturers, will become= bub- 
lisher of Western Upholster——y, o- | 
fective April 1. Succeeding Et=—yim at 
Bechik is Robert L. Hyam==ee, for. 
merly a sales representative ot the 
company, with headquarters in the 
company’s Chicago office. 


stockholder. 

Parker Named Spalding Head 
ed president of A. G. Spalding & 
ceeding Walter B. Gerould, who is 


Mr, Parker had been exec vp of the | 
sporting goods cornpany. 


Kaynor Sells Interest in 
Ellensburg. Wash.., Daily 

J. Clifford Kaynor, owner and 
publisher of the Record, Ellens- 
burg, Wash., since 1909, has sold a 
minority interest to James J. Mc- 
Giffin, 33, formerly advertising di- | 
rector of the Ledger, Fairfield, Ia. 
Mr. McGiffin becomes general 
manager of the afternoon daily 
with the transfer of stock, effec-| 
tive March 1. 

Mr. Kaynor will retain control of 
the Record until after he observes 
his 50th anniversary as publisher 
on July 1, 1959. He will then con- 
tinue as am advisor and minority | 


THE WORD’S GETTING AROUND... 


you can’t buy better service than 


CENTURY! 


Careful control over every detail is a 
trademark of Century service that 
guarantees the results you want 
when you want them... 
detail supervised with exactness and care unmatched anywhere! 
Next time, try Chicago’s most 
modernly equipped electrotype service. 


CENTURY 
ELECTROTYPE 


Edwin L. Parker has been elect- 
Bros. Inc., Chicopee, Mass., suc- 


retiring from active management. 


COMPANY 


160 East IMlinois Street 
Chicago 11, Ilinois 
DElaware 7-154! 
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D. J. DEPREE, President of Herman Miller Furniture Company, declares: 


“Today's purchaser looks for beauty and function” 


“The simple, uncluttered lines of these classic 
pieces are an example of functional beauty. 
Another example is the paper chosen for our 
business letterhead. Crisp, textured cotton fiber 
bond is strikingly handsome. And in many 
other business uses, cotton fiber papers com- 
bine beauty with outstanding performance.” 

For practical reasons . . . as well as prestige 
. . . generations of successful businessmen have 
chosen cotton fiber papers. 


Durable, white fibers of purest cotton, crafted 
by skilled hands and precision equipment, cre- 
ate papers well known for beauty, strength, 
permanence. These qualities stand out in busi- 
ness and social stationery, onion skin, index, 
ledger, drawing, tracing and blue print papers. 

Make sure the papers yeu use are made with 
cotton fiber—25% minimum up to 100% in the 
finest grades. 
©Cotton Fiber Paper Manufacturers, 122 E. 42nd St.,NY.C. 


BETTER 


TT 
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PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR 


“RAG" IN THE WATERMARK OR LABEL 
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The Voice of the Adv 


Plea to Make Decency and Integrity Fashionable 
Wins Praise and Support from AA Readers 


To the Editor: What a wonderful all the people who so much want 
thing it was to pick up the Feb. 10 these virtues to be “fashionable,” 
edition of Apvertistinc Ace, and thank you for the millions of fath- 
read your superb article urging ers and mothers, many of whom 
that advertising skills be used to have been exposed in two wars to 
make decency and integrity fash- military service with all its temp- 
ionable! Oh if only this challenge tations to relax standards, who are 
is accepted by the skilful and tal-| striving to bring up their children 


This department is a reader’s forum. Letters are welcome. 


also couldn’t be truer. The tech- 
/nique which you present seems to 
me to be questionable. Some 1,700 
daily newspapers (if there are still 
that many) each day carry on their 
front pages, and in most instances 
on their inside pages as well, sto- 
between the two groups, Bundles ries featuring vice, murder, juven- 
for Britain, and the America First |ile delinquency, the hopelessness 
|Committee. It seemed relatively|of a school board, the boy who 
unpopular in those days to be sym-| tosses a child from an apartment 
pathetic with the latter cause, and building roof, etc. 

when one lone voice spoke up for | Long ago, in years of experience 
it in a congressional debate, great) with the war bond and savings 
derision was heaped on the offend-| bond program, I learned that when 
er. But, this quickly turned to| ordinary people all over the coun- 
|momentary embarrassment and'try saved their money regularly, 
shame when Senator Chavez of|when corporations spent millions 


ertiser 


|New Mexico arose to quietly ask, 


of dollars to enable workers to save 
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ures reported in your Feb. 24 issue 
of ADVERTISING AGE. 

It came as a shock to find that 
we had reported our billing figures 
to you incorrectly. The figures were 
prepared by our accountant and I 
reviewed them. Or did I? Appar- 
ently not, for we reported the 
amount of commissions on the line 
\for “Purchases of Commissionable 
| space and time for clients” instead 
of the total figure. Also, the fees 
were capitalized incorrectly; in- 
stead of $497,368 for 1957, they 
should have been reported as $1,- 
497,368. Similar errors were made 
|in the 1956 column. 

We realize that you may not be 
able to publish a corrected re- 


ented people in the advertising| with that important idealism that 

business—it can’t help but lead to|has made our country great, but 

a better America. who seldom get any open encour- 
A good deal could be said on the agement for their efforts. 

subject of making decency and in- I guess that maybe we've forgot- 


“And what is wrong with putting 
America first?” It seems that the 
“offender” was merely trying to 
place, in perspective, a fundamen- 
tal value which seems to be ignor- 


tegrity fashionable, but no words ten fundamental value. Your ar-| ed 


of ours could say them so well, or | ticle reminded me of a news story 
directly, as your article did. And, which appeared in the newspapers 
the only purpose of this letter is to just before World War II. You 
tell you, “thanks” —thank you for may remember the great debate 


FIRST-PLACE AWARD 


from the NATIONAL ASSOCIATION OF HOME BUILDERS 


IS IMPORTANT TO YOU! 


The Roanoke Times and The Roanoke World-News 
are proud of their First Place Award for Outstand- 
ing Excellence for the best black and white Special 
Newspaper Sections Devoted to 1957 National 
Home Week. 


But, what does this mean to YOU? 


* To begin with, it means that your sales story, placed 
in these powerful newspapers—located in the largest 
market in the Western half of Virginia—will receive 
“award-winning” presentation. It will get fast, inter- 
ested, lasting attention! 


YOUR message, in The Roanoke Times and World- 
News, will carry the trust, confidence and believability 
of the thousands of buyers who depend upon these 
great papers as their major daily shopping guides. 


Roanoke is the undisputed center for all business ac- 
tivity in an area encompassing 16 counties and nearly 
a half million people who are ready and wanting to 
buy your products now! 


“DOMINATING VIRGINIA'S GREAT 
MOUNTAIN-INDUSTRIAL EMPIRE” 


WASHINGTON, 
0. c. 


Roanoke is a “Burgoyne” City 
FREE DESCRIPTIVE BOOKLET! “The Beckoning 
Land" gives you full details on the Roanoke 


Market. Ask your S. F. W. representative or 
write direct. 


ROANOKE wortc-revs: 


WORLD-NEWS | 
~ National Representatives = Hy > 


SAWYER — FERGUSON — 


Our firm does not create any ad- 
vertising. We are representatives 
of media—mostly in the broadcast 
field. However, we do strive to 
maintain standards of conduct 
which you want to see “fashion- 
able.” Furthermore, we sincerely 
| support your appeal, and if there 
is some way we can help get your 
message across, please let us know. 

Edward J. Breen, 
Breen & Ward, New York. 


To the Editor: Bravo to S. R. 
Bernstein for his important, hard- 
hitting attack on crime, lawless- 
/ness, disregard for basic moral 
| truths. (AA, Page 61, Feb. 10). 

I’m with you—1,000%! 

Yes, we can do the job! 

Yes, we can make what’s right 
popular. 

Yes, we can make decency and 
integrity fashionable. 

Between now and the end of 
1958, I’m scheduled to give over 
200 talks to opinion-forming men 
and women across the nation. 

I’ll do all in my power to spot- 
ight the positive ideas you’ve 
sparked. Good citizenship com- 
mands constant vigilance. 
| We need more fearless leaders, 
like Mr. Bernstein, to boldly back 
the high, realistic objective to 
make the real America more like 
the pictures in the ads. 

Good luck in your campaign— 
and count me in among the grow- 
ing number of men dedicated to 
| this right and sound philosophy. 

Whitt N. Schultz, 
Public Relations Department, 
Illinois Bell Telephone Co., 
| Chicago. 
. 
To the Editor: Have just finished 
your article in AA and I must tell 
|you how refreshing it has been to 
read your thoughts and how en- 
couraging to know that someone 
has decided to do something about 
the problem. 

I’m sure there are many, many 
persons who think as you do, but 
who lack the means to communi- 
cate their feelings effectively. 

May I wish you the very best of 
success in your efforts and con- 
| gratulate you on your past work in 
this tremendously important pro- 
blem. 

James C. McCall, 
Chicago. 


. 
To the Editor: Last night I took 

home ADVERTISING AGE and read 

your speech. I wish I had written 

| it! 

Robert A. Wilson, 

Cargill & Wilson Inc., Rich- 
| mond, Va. 

To the Editor: Your “sermon”— 
“Let’s Use Advertising Skills to 
Make Decency and Integrity Fash- 
ionable”—plucked a note of exper- 
ience out of my mental file. Your 
objective “to make the real Amer- 
ica more like the pictures in the 
ads” couldn’t be a more desirable 
one. 

Your statistics which prove the 
need for achieving this objective 


through payroll, when school chil-| port, although it would be a life- 
dren bought stamps with dimes and | saver (possibly a job-saver, too) 
| quarters—newspaper editors didn’t if you could. However, we are 
|care. From one end of the country | anxious that you have the correct 
|to the other, homes were built! figures for your records so we are 


with bonds. Many of the automo- 
\biles which began to crowd the 
roads after the war were bought 
|with bond savings. Some of the 
scientists whom we suddenly have 
begun to regard so highly got their 
education and training through 
bonds. Human interest? Stories 
which, when well written, could 
capture imagination? 

The stories which were carried 
|/in the newspapers were during 
| those few months out of the total 
when redemptions exceeded sales. 
The headline—“Cash-ins Top Sales 
of E Bonds.” 

Isn’t it a question of what is 
news? Can you get city editors to 
play up the fact that most citizens 
lead normal, healthy family lives? 
That they pay their income taxes? 
That they care for and guide their 
|children? That they go to church, 
contribute to the Red Cross and 
'Community Chest? That they are 
‘active in their neighborhood or- 
ganizations? 

None of these are news. Even 
| those newspapers which try to shy 
away from the sensationalism to 
which others subscribe must still 
feature the probes, the frauds, the 
pay-offs which are the news of our 
| time. 

Unless you can get the newspa- 
pers to change their definitions of 
news, this advertising campaign 
cannot succeed. 
| For don’t you agree that for any 
advertising campaign to be a com- 
plete success, you must have a 
| good product? How good a product 
‘is “our times?” 

Elihu E. Harris, 

President, Donall & Harmon 

Inc., New York. 


Agencies Correct Their 
Billings Figures 
| To the Editor: This brief note is 
|merely for the record and not a 
‘complaint. 
| I was a little surprised to see our 
|estimated volume for 1957 as listed 
|in this week’s ADVERTISING AGE as 
I was sure that the printed fig- 
ures were approximately $1,600,000 
short of the actual total. In check- 
|ing the matter with our treasurer I 
found this to be true. Our account- 
ing department apparently omitted 
at least one important item when 
they filled out your blank. 

Just for the sake of the record, 
the real figures were as follows: 


I Sitintnntnsimnsideninnit $3,093,530 
Production ................ 1,376,669 
Radio and tv ............ 399,792 


| Service fees to be cap- 
italized at 15%, 
$239,973.00 1,599,982 
Service fees, discounts, 
miscellaneous income 


and commissions not 
capitalized, 
$132,266.00 132,266 
$6,602,239 
Incidentally, I thought you had a 
fine issue and I think you are all to 
|be complimented on it. 
} John A. Cairns, 
| President, Anderson & Cairns 
| Inc., New York 
. 
To the Editor: We read with in- 
terest and dismay the billing fig- 


enclosing a corrected report. 
I hope we can report higher fig- 
ures (and correct ones) next year. 
Einar C. Akerson, 
| Secretary-Treasurer, Charles 
Bowes Advertising, Los Ange- 
les. 


The revised figures for Charles 
Bowes Advertising would be: Total 
billing for 1957, $1,879,711, of 
which $1,497,368 represents cap- 
italized fees. For 1956 comparable 
figures were: $1,760,711, and $1,- 
459,203. 


+. e 7 
Comfort for Driving 
To the Editor: I thought you 


and perhaps your readers might 
get at least a chuckle from the en- 


| ADJUSTABLE COMFORT CUSHION 
| FOR DRIVING or just going along for 
| the ride. Soft cushion is filled with 
| shredded foam, scientifically tapered 
| for form. Just slip it behind your neck 
| and drive for hours in complete com- 
‘ fort. Or as a passenger you can doze 
off. 1342” long, 6%” square ends. 
Wonderful for home use too. Order 
today. Money back if not satisfied. 
E/s89 


closed, clipped from a direct mail 
catalog just received. It’s the only 
way to drive, I always say. 
Blanche N. Dreyfus, 
Philadelphia. 


Here’s How the McCann-Buick 
Story Looks to Some Readers 

To the Editor: I want to give you 
my sincere congratulations on not 
only your coverage of the McCann- 
Erickson—Buick—Kudner affair, 
but particularly on your editorial 
on Page 96 of the Feb. 17 issue. I 
agree with you completely and I 
think that this current fiasco is a 
disgrace to everyone concerned. 

I don’t know of any other trade 
journal in the advertising business 
that has enough guts to do a real 
job of reporting, analyzing, and ed- 
itorializing on important aspects of 
our business. It brings me back to 
your coverage of the Duane Jones 
and the Florida citrus affairs. 

Congratulations—-keep it up. 


Grateful Adman, 
New York. 


. 

To the Editor: My compliments 
on your “Buick-McCann” editorial 
in the Feb. 17 AA. 

Few trade papers ever take a 
positive stand on an issue that in- 
volves the top companies of the in- 
dustry. Yours has done so and de- 
serves the commendation of all 
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advertising people. 

I am certain your “J’accuse” 
type of commentary will have an 
important effect in limiting these 
unprofessional practices in future 
account changes. 

Clifford Coch, 
Marshall & Coch, New York. 


. 

To the Editor: Thank you, thank 
you for your editorial of Feb. 17 
about the Buick-McCann _horse- 
trade. 

Lawyers and doctors enjoy pro- 
fessional standing because they 
behave differently from these ty- 
coons of a “profession,’”’ who think 
appearance is the man. 

To help advertising gain profes- 
sional status will become impossi- 
ble if Ragsdale and Harper are 
going to be considered as “smart” 
rather than despicable. 

You called a cat a cat and, I 
think, spoke out, what many of 
your readers feel. 

Martin Lederman, 
Management Consultant, New 
York. 

e 


To the Editor: There is a lot to 
be said for the stand so wisely and 
courageously taken by ADVERTISING 
AcE (Feb. 17) in the matter of 
Buick and McCann-Erickson. That 
the advertising world lost consid- 
erable face in this debacle there is 
no question, and one can only won- 
der how much longer the giants of 
the profession (?) will go on with 
the mangling of their public rela- 
tions. The buying public, which 
grows increasingly interested in 
the high-powered publicizing of 
client-agency maneuverings and 
therefore more critical, surely must 
have looked upon the ad world’s 
latest Roman circus with crowning 
disdain and left the arena of print 
further sickened and sales-shy ... 

Regrettable as was the denoue- 
ment of the auto account switch, 
it was made even more grievous by 
the bad timing which set the stage 
for the drama’s unfolding during 
Advertising Week, a period when 
countless good men and women de- 
dicated to strengthening advertis- 
ing’s position in the public mind 
certainly found out that most of 
their well-meant speeches across 
the nation sounded as tinkling 
brass and fell on ears that were in 
small mood for listening. I am sure 
that the Buick blockbuster did 
enough harm to the serious pur- 
poses of Advertising Week to war- 
rant a re-run along about the fall 
of the year. This, provided the big 
shouldered ones can hold them- 
selves in check and not let sheer 
horsepower run roughshod over 
dignity and reason. 

When such goings-on as we have 
witnessed in the advertising world 
can be perpetrated without appar- 
ent shame, it is not surprising that 
the eminent Rev. Dr. Robert J. Mc- 


|try is not completely bound by 
the seniority system, which often 
breeds dead wood; by unionism, 
which often protects the incompe- 
tent; by ethical codes, which often 


one. 

Let’s have one enterprise that is 
free enough to say that our only 
contract is to stay together as long 
as we are mutually congenial, pro- 
ducing dividends for each other, 
and envision a future together. 

Advertising is not the place for 
all men. It is a place for the daring, 
the creative, the quick, and the 
hardy. I think this kind of man can | 
also be moral. 

Let’s not get morality and ethics 
confused with loyalty and security. 
They are all good horses but they 
are of different colors. 

Barbara Jameson, 
Evanston, Il. 
= 


Hopes Audit Bureaus Will 
Study Improvement Proposals 
To the Editor: In the*Feb. 10 


85 


hardware, automotive, variety and; WYMAN ADVERTISING IS THE AGENCY numerically larger dealers prefer 


specials fields. 

In the grocery field, the most re- 
cent report shows Du Pont in sec- 
ond place on both a dollar and 


only help the unethical pull a fast | transaction basis. In some import- 
ant markets Du Pont is the indis- | 


putable leader. 

Du Pont’s share of the grocery 
market and of the over-all market 
increased in 1957... 

Please forgive me for writing at 
such length. I do so only because 
the impression given by your arti- 
cle, if uncorrected, could be harm- 
ful to our trade relationships. 

H. B. Putney, 

Manager, Cellulose Sponge 

Sales, E. I. du Pont de Ne- 

mours & Co., Wilmington, Del. 


AA has informed Mr. Putney 
that it contacted both Du Pont and 
its agency, BBDO, for information 
on the company’s sponge opera- 
tions, but was told that no data 
could be given out. However, we 
are happy te run this letter in 
order to tell the Du Pont side of the 
sponge story. 


| ADVERTISING AGE a statement was 
jattributed to me which does not) 
exactly represent my beliefs. 


information as the size, cost, num- 
ber of pages and weight of a pub- 
lication should be included in an 
ABC report so as to give media 
|/buyers and advertisers an oppor- 
| tunity to properly evaluate a pub-| 
lication.” 

I was a guest at the Chicago 
Dotted Line Club luncheon, and one 
\of the participants at the speaker’s 
|table, in discussing various media 
| buying standards that might be ap- 
|plied to audits, asked me what my 
opinions were on the inclusion of 
data concerning rates, number of 
pages, weight and other factors in 
the audit. 

I replied that we were vigorous- 
ly in favor of audits, in the first | 
place, and that we wanted as much | 
information as we could get so long 
as it was comparable and audi- 
| table. That’s all I said. I don’t feel 
| qualified to say that such factors 
as weight are comparable and au- 
ditable. Some of these refinements 
‘are for the auditing bureaus to de- 
| termine. 

The whole point is that we hope 
the audit bureaus will open-mind- 
edly examine all proposals from 
advertising buyers that attempt to 
improve the audits by making) 
them more complete and more us- | 
able. 


Wm. A. Marsteller, 
Marsteller, Rickard, Gebhardt 
& Reed, Chicago. 


7 . 
Tells Du Pont's Side 


of Sponge Market Story 
To the Editor: Your article on 


Cracken is moved to say in a ser- 


synthetic sponges (AA, Jan. 6) 
gives the erroneous impression | 


|Wyman Is the Agency for 
I am quoted as saying: “Such Bonnie All Tuna for Cats 


To THe Epiror: TO CORRECT AN 
ERROR WHICH APPEARED IN LATE 
NEWS FLASHES YOUR FEB. 24 ISSUE. 


HANDLING BONNIE ALL TUNA FOR 
CATS. THIS IS A NEW PRODUCT BEING 
INTRODUCED IN THE EAST BY OUR CLI- 
ENT BONNIE DOG FOOD. WE ALSO ARE 
THE. AGENCY FOR BONNIE’s Doc-E- 


BONNIE ALL TUNA FOR CATS IS 
SCHEDULING TELEVISION SPOT CAM- 
PAIGN ON WABC AS YOU REPORTED. 
ATHERTON & CURRIER IS SERVICING 
THE ACCOUNT IN THE NEW YORK AREA 
|FOR WYMAN ADVERTISING. 
Jack Wyman, 
PRESIDENT, WYMAN ADVERTIS- 
ING, SAN FRANCISCO. 
- * . 


Big-Volume Furniture Men 
‘Prefer Spring-Fall Market 

To the Editor: A story in your 
Feb. 24 issue quoted a recent sur- 
vey made by the American Furni- 
ture Mart as indicating that big- 
volume home furnishings retailers 
generally prefer the winter-sum- 
mer market pattern, while a great- 
er number of all retailers prefer a 
spring-fall pattern. It also said that 
47.2% of the responding retailers 
favored spring and fall while 42.7% 
favored winter-summer. 

Actually, and to set the record 
straight, the survey revealed that 


the big-volume retailers and man-| 


ufacturers prefer the spring and 


fall markets while the smaller but | 


Stu AND BONNIE DOG AND CAT FOOD. | 


winter-summer. 54.2% of the large 
|dealers and manufacturers repre- 
|senting a total volume of $469,000,- 
000 expressed a preference for 
spring-fall. 

The figures in regard to all re- 
sponding retailers also were re- 
versed. 47.2% of these favored 
winter-summer, while 42.7% fa- 
vored spring-fall. 

Neil T. Regan, 

Public Relations Counsel, 

American Furniture Mart, Chi- 

cago. 


Held off; Praises Others’ 
‘Detense of Cheesecake Page 

To the Editor: After reading the 
hyperpuritanical comments of 
James R. Cummings anent cheese- 
‘cake in your Feb. 3 issue, I was 
sorely tempted to bat out a scath- 
ing take-him-to-task type letter in 
rebuttal. I’m delighted now that I 
restrained that first angry impulse. 
Messrs. Payne and Runyan did the 
job for me—and did it superbly— 
|in your Feb, 17 issue. My thanks to 
them and a hearty “Amen” to ev- 
|erything they said. 

Paul L. Wachtel, 

Assistant Advertising Manag- 
er, Walter Kidde & Co., Belle- 
ville, N. J. 


From the House of Ideas 


INGENUITY...IMPACT... ECONOMY 


mon at the Riverside Church in | that the Du Pont company is a de- | 
New York that the power of adver-| clining factor in the sponge market. | 
tising has become “one of the most) The facts are that 1957 was an all- 
pernicious and vulgarizing influ-|time record year for Du Pont 
ences operating on American man-| sponge sales, both in volume and 
ners and morals.” The advertising | dollars, and during the year we be- 
business, if it is worth the fuss and | lieve Du Pont had the strongest up- | 
fire of defense (and I for one think | ward trend in share of the market | 


it is), cannot forever disregard the 


barrage of critical shells being lob- | 


bed into the Loewy-designed dug- 
outs which line Madison Ave. Sure- 
ly there is no better moment than 
now for the industry to face up to 
its shabby-looking corporate image 
and with calm and cogent strokes 
return to it a complexion more in 
keeping with advertising’s great 
and positive contributions to the 
welfare of America and Americans. 

Norman Reader, 

President, Pozzy-Reader, Pub- 


lic Relations, New York. confidential basis and so cannot) ideas —and production facilities 
° disclose them. However, on the ( which assure your success at 
To the Editor: I am still proud | basis of these figures, our own sur- | 


of the advertising business. 

I am glad there is still a business 
where men can gamble. Where 
men are free to do business by 
creativeness, wit, good salesman- 
ship, or any other honest art. It is 


| of any sponge producer. 

In the early paragraphs of your 
article you comment on the over- 
all market, and later use A. C.| 
Nielsen figures to indicate market | 
share (the figures you cite, inci-| 
dentally, are at least open to ques- | ( 
tion since they add up to a market | 
of 103 per cent without including | 
Du Pont). Nielsen reports cover | 
only the grocery field, and do not! 
include the important hardware, 
automotive, variety markets, etc. | { 

We receive Nielsen figures on a | ( 


veys, our own sales figures, and | 
published sales figures of compet- | 
itors, we can make the following 
statements with some certainty: 

Du Pont is the largest producer | 
and seller of sponges in the U. S. | 


refreshing to know that one indus- 


into view. 


used over 


Ilinois +S 


An eye catching display for 
supermarket selling. Designed 
to save space, get your display 
Mystik Gondola Plak may be 
Contact Chicago Show for the 


Point-of-Sale. Write or phone. 
2635 N. Kildare, Chicago 39, 


* Special Self-Stik 


and over if desired. 


Paulding 2-1600 


Du Pont is first in sales in the | 
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Miss Turovlin Joins Shaw 
Joyce Turovlin has been named 
research director of John W. Shaw 


|Greenwald Forms Agency 
Seymour Greenwald, formerly an 
account executive of George Gero 


Advertising, Chicago. She formerly Advertising, has set up an agency | 
was manager of research of Mac- under his own name at 77 Ward St., | 


Farland, Aveyard & Co. 


Paterson, N.J. 


HERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


Los Angeles-Long Beach 


} 


Merchandising Ideas 


Armour Offers Sampler 


| promotion which began last month. 
| Each case contains 11 1% Ib. pack- 


e A built-in sampling kit, packed | ages of Olde Sharpe, plus one 1% 
|}with each case of 1% lb. Olde 


Sharpe process cheddar cheese, is 
one of the merchandising features 
of Armour & Co.’s Lenten cheese 


lb. piece that has been pre-cut into 
90 sampling cubes. Two packets of 
color toothpicks and a sampling 
tray also are included. The sample 
unit is included at no cost to the 


Advertising Age, March 10, 1958 


by display cards and newspaper 
advertising and publicity, which 
emphasized it was “customer ap- 
preciation time.” Tellers in the 
cooperating banks were asked to 
wind up each transaction during 
the period with the remark, 
“Thanks for banking with us.” 
Arthur R. Greene, president of 
Atlas, said the initial acceptance 
of “customer appreciation time” 
was so successful, Atlas plans to 
make it an annual feature of its 
general promotional program for 


bank advertising and public rela- 
tions. 


Meredith Ties In with HIC 


e Meredith Publishing Co. recent- 
ly made a series of mailings to 
manufacturers and their agencies 
to create interest in tying-in with 
the $125,000 contest sponsored by 
the Home Improvement Council. 
The “blackboard folder,” with a 
box of crayons attached, featured a 
coloring contest for youngsters. De- 
signed to promote advertising tie- 
ins with Better Homes & Gardens 


| retailer with the purchase of a case 
of cheese—Armour deducts 1/12 of 
the case price from the invoice. 
Another Armour Lenten cheese 
promotion is a 5¢-off deal on Miss 
Wisconsin 4 oz. shredded cheddar 
. | cheese and on Miss Wisconsin 8 oz. 
Mean |Super sharp aged cheese. Armour 
| will support this offer with local 
newspaper advertising. An allow- 
ance of 25¢ per case of Cloverbloom 
|sliced process cheese will be of- 
peo retailers who purchase two 
varieties and feature them at 25¢ 
| per paekage. A 35¢ per case allow- 
‘| ance will be made if three varieties 
| SAMPLER—Cheese samples, tooth-|@re ordered, and featured at 25¢ 


San Francisco-Oakland 

San Diego 

RIVERSIDE, SAN BERNARDINO, 
ONTARIO 


aeons ~ 


5. San Jose 
6. Sacramento 
7. 
8 


Fresno 
Bakersfield 

9. Stockton 

10. Santa Barbara 


see the man from 


RIVERSIDE PRESS 
and ENTERPRISE . 


10,000,000 lines of 


retail advertising 56 picks and sample tray are included each. wb IMPRO, % 
in this cheese pack featured in Ar- . . ween ‘ Mg, 
MBER -tosg SC 
Represented nationally by Doyle and Hawley, Los Angeles, |mour & Co.’s Lenten promotion to Sports Promotion Profitable . Z fo 
San Francisco, New York, Chicago, Boston, Minneapolis. retailers. 


e Despite some of the worst 
weather to afflict Florida in half a 
century, opening day of the 
) “Champs in Action” Sports Illus- 

trated promotion at Jordan Marsh 
~-Miami, department store, last 
month resulted in volume at the 
store up 25% over the same day 
a year ago. During the three-day 
promotion, sports exhibitions were 
held on adjacent store property. 
| Store officials attributed the prof- 
itable results of the promotion, in 
spite of the poor weather, to strong 
newspaper advertising. A total of 
7,000 lines in b&w and three-color 
ran in the Miami Herald and Miami 
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=- From the House of Ideas 


La SPACE-SAVING...M™MOBILITY 


TIE-IN CONTEST—This blackboard 

folder with crayons was used by 

Meredith Publishing Co. to tie in 

with the 1958 Home Improvement 
Council contest. 


A teaser campaign introducing 
some of the 18 sports figures star- 
ring in the promotion started in 
both papers Feb. 4, and Darleen 
women’s apparel and McGregor 
men’s apparel tied in with half and 
full pages in color in the News. 


and Successful Farming and the 
Home Improvement Council, the 
folder included instructions on be- 
coming an HIC member, and a re- 
production of the HIC seal, to be 
completed and colored by the child 
of the recipient. 

Eight youngsters, from 3% to 11, 
won prizes—Better Homes & Gar- 
dens books of their choice. 6,000,000 
copies of three Meredith publica- 
tions released in January carried 
a “How’s Your Home” check list 
and an HIC contest entry form. 


Sabena, Renfield Tie-In 


e Sabena Belgian World Airlines 
|and Renfield Importers Ltd. are 
|jointly offering a folder on the 
|coming Brussels World’s Fair. The 
folder, which includes a map of 


the grounds, points of interest and 
a language guide, was prepared by 
Leonard F. Fellman Co., Philadel- 
phia. 


Bank Promotes with 35mm 


e Platt & O’Donnell Advertising 
Agency recently distributed folding 
viewers for 35mm slides, plus 2x2” 
mounted slides at 22 different lo- 
cations in New York near offices 
of four branch banks of its client, 
American Irving Savings Banks. 
Each of 22 men distributed more 
than 1,000 viewers and slides. Copy 
imprinted on the top panel of the 
viewers read: “Save to make your 
dreams come true,” and included 
the addresses of all the branch 
banks. Stereo-Magniscope Inc., 


Banks Say ‘Thank You’ 


, 

cgay 

( As a tie-in with a new human 
, 


| approach in banking, 713 banks in 
41 states surprised their customers 
| last month by giving them “Thank 
,/ You” valentines. The valentines 
were part of a two-week promo- 

| tion, “customer appreciation time,” 
) created by Atlas Advertising Co., 

Brookline, Mass., bank advertising 
| specialist. Included in the program 
to banks were valentine cards, 
stick-on hearts, counter cards, lob- 


Inexpensive on-product 
appliance display combines 
vacuum moulded plastic 
with cardboard and flasher. 
Cues salesmen on selling 
features. Display spots 
are attached with Mystik. 
Contact Chicago Show for 
the creative solution to 
your on-product display 
problems. Write or phone. 
2635 N. Kildare, Chicago 39, 
illinois. SPauiding 2-1600. 


THANK YOU VALENTINES—As part of “customer appreciation time,” 713 
banks across the country surprised their customers with “thank you” 
valentines. 
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de Bruyn Mrs. deBruyn Ryan Mrs. Phillips Phillips Burke 


PRESENT—At the Dallas meeting of the Southwest council, American Assn. of Advertis- 
ing Agencies, and Southwestern Assn. of Advertising Agencies, were Robert J. Burke, 
R. J. Burke Advertising, Dallas, new president, and Jack Hamilton, Alert Advertising 
Agency, Galveston, new vp, SAAA. Others are Erich and Sally deBruyn, deBruyn 


Hamilton Anderson Sansing 


Advertising, El Paso; Richard C. Ryan and Mr. and Mrs. Robert Phillips, Phillips Ad- 
vertising Agency, Tulsa; James Anderson, Crook Advertising Agency, Dallas; Bill 
Sansing, McCann-Erickson, Dallas; Morelle Ratcliffe Jr., Ratcliffe Advertising Agency, 
Dallas, and Morris Hite, Tracy-Locke Co., Dallas, new chairman, Southwest council. 


Jackson Heights, N.Y., completed| ger, KDSX, Sherman, and KTXL, 
designs for the viewer. The cost of |San Angelo, Tex.; KBUZ, Phoenix; 
the promotion was justified, ac- | KGOL, Golden, and KOSI, Denver, 
cording to the bank, because of Colo.; KOBY, San Francisco, and 
nearly 100% retention of the view- | KSON, San Diego; WJAG, Norfolk, 
er and readership of the ad mes- | and KOWH, Omaha, Neb.; KPTL, 
sage, compared to a much smaller|Carson City, and KRAM, Las Ve- 
percentage for average literature. (gas, Nev.; WAMP, and KQYV, Pitts- 
burgh; WAVZ, New Haven, Conn.; 
; WBEC, Pittsfield, Mass.; WBRB, 
Rambler Gives Murals | Mt. Clemens, and WIKB, Iron Riv- 
e To promote traffic in dealer|er, Mich.; WETU, Wetumpka, and 
showrooms, Rambler dealers are} WKAB and WKRG, Mobile, Ala.; 
offering to anyone who takes a}WFOM, Marietta, and WGIG, 
demonstration in a 1958 Rambler | Brunswick, Ga.; WGVM, Greens- 
a large mural as a gift. The 5x4’ | ville, Miss; WHOO, Orlando, and 
color murals, available in three | WKXY, Sarasota, Fla.; WTIG, 
scenes, are valued at $8.95, accord- | Massillon, O.; and WTRY, Troy, 
ing to American Motors Corp., and|N.Y. The 29th new member is a 
may be framed or mounted like|station representative, All-Canada 
wallpaper. |Radio & Television, Toronto. 


Irving Trachtenberg has been 

RAB Adds 29 Members; appointed manager of the new ap- 

Appoints Trachtenberg pliance group sales unit of the 

Radio Advertising Bureau, New RAB. Mr. Trachtenberg has been 

York, has added 29 new members on the bureau’s national sales staff 
since Jan. 1. They are KBBB, Bor- for the past two years. 
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Make it First 
on Your Schedule Too! 


BY MORE THAN 82,000 LINES : 
IN THE ELIZABETH-NEWARK AREA bs 
New Jersey's Most Concentrated Markets 
RETAIL DAILY GROCERY LINAGE 


ELIZABETH DAILY JOURNAL 1,214,000] 1.5% Nine Months - 
NEWARK NEWS 1,131,000 of 1957 : 
NEWARK LEDGER 458,000 


Our 4-coler Feed Section 
attrects mere linege and 
sells more preducts. 


Y 
/ 
/ 


eve do you gel 
BETTER SERVICE 
than al PA? 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (solid copper duplicates of originals) 
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Journalism Book Revamped 


“Business Journalism,” a text) 4arper & Bros. 


and reference work on the history 
and operation of the business press 
for schools in journalism, public 
relations, marketing, commerce 
and business administration, is 
being revised for a third edition 
by its author, Julien Elfenbein. 


The book will be published by; changes will not be made until 


meeting on March 25. 


Green Leaves Dr. Pepper 
Leonard Green has resigned as Abell Joins KGO 


president of Dr. Pepper, Dallas, | 
effective March 25, to enter a;manager of Best Foods Inc., 
business venture of his own. A re-|been named merchandising director | 


placement and other management | of KGO, San Francisco. 


jafter the annual stockholders’ 


Arthur V. Abell, formerly branch | 
has | 


best for our 


customers 


That's why we had 

two technicians accompany 
our new Klimsch color 
process camera all the way 
from Frankfort, Germany 


photoengravers pire “4 


These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


To you this means process reproductions that 
are sharper than you have ever seen before—and out to 
the farthest corners too. 


Photo-composition of innumerable color subjects to 
layout position is simplified and is register perfect. 
This saves you time and money. 


Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 
national advertising production buyer. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Hutchings & Melville,Inc. 


From the House of Ideas 


EFFECTIVE PRODUCT DISPLAYS 


Mystik Self-Stik Bottle Hoider 
Plak features product on 
merchandising display. Pilfer- 
proof locking device holds bottle. 
Self-Stik Mystik base anchors 
Glenmore Wobbler to any 
surface. Slightest breeze gives 
motion to display. Contact 
Chicago Show Printing Company 
for displays that create action at 
the Point of Sale. Write or phone. 
2635 N. Kildare + Chicago 39, 
Iinois « SPaulding 2-1600. 


| 
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es, We Can Do Without... No. 41 


or Trade : 


THIS BEAUTIFUL IMPERIAL 


(Owned by Bowen Pr 


ess, Inc, Decatur, Ga) 


We have been in business in Decatur for thirty years and have a reputation for business integrity so 


we believe we should let any prospective buyer 


of this car know the cor’s present condition and 


also the troubles we have had up to this time. We have discovered in our long business experience 
that past records indicate whot you might expect in the future 


This BEAUTIFUL IMPERIAL was purchased by 


Bowen Press, Inc., in January, 1957 


There is 
on this cor becouse of the many weeks it hos been necessary to leave it in a SEAUTIFUL 


IMPERIAL dealer's shop while they attempted in 


good faith, we believe, to repair the many imper- 


fections which have shown up in both the body and mechanical ports of this automobile 


These ore some of the troubles we have had with 
this BEAUTIFUL IMPERIAL 


There hove been sis new belts per on the generate: end eu condwioney 


fewer coming tao base weshed on thee 
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end jcoperdize or good busmess reputeton 
Here 9 @ bergen it you core to buy @ cor om this condition ond © 
oneble 


These are to admit are wrong 
with thes SeAUTIFUL UAPERIAL at this time 


mecerery to tue trumb bed down wae hoary wire 
He Coat hongers ot the present time. At present trunk o 
sheched 


Pop mg mone when cormes a termed where there os 

toe piace ev drain to treet or vend 

06 bedy senten ove motsceatle of oll thames end are cacesre om rough roads 

bout brake tgs 20 be pamped to gee emewgh broking pore: sometimes will 
ae wort 


This BEAUTIFUL IMPERIAL —— like @ miléion dollars but rattles like o two-horse wagon 


We ere sorry we connet give ice trom the BEAUTIFUL IMPERIAL factory os their service department hes | 
aw tent ws male BEAUTIFUL IMPERIAL ; 

We were told one of the largest BEAUTIFUL IMPERIAL dealers i the Atlante ares thet we vhould ask | 
the BEA oy S Thapentan feases representotive thes cor te onother shep ; 


einen ges tp San od eek thin ap SOREN canta Grats ily CANINE, CUTAN. ; 
We hase so ot Sae © hee Cee ae on this tronsection. But we will not misrepresent this BEAUTIFUL IMPERIAL | 


¢ will sell this eutomebile for ony reer. | 


offer or will trade tor omy late model eutemebile (MOT MADE 8Y CHRYSLER) i 
If you want a beautiful automobile and are willing to worry with it os we have you cannot beat this | 


BEAUTIFUL IMPERIAL. We have never seen a prettier automobile 
BOWEN PRESS, INC., 316 Church St., Decatur, Ga. 


lo 


RUGGED REVENGE—At one time or another most of us have felt like 
the people at Bowen Press, but Stanley Wynett of Modern Talking 
Picture Service, New York, thinks this “surely rates as advertising 
we can do without.” We believe he is probably right—but in any 
event we are sure that it is advertising that Imperial would be glad 
to do without. The original, incidentally, is a folder more than 24” 


ng. 


Triangle Promotes Baylor 

Ben B. Baylor Jr. has been 
named director of sales projects 
|for the stations of the radio and 
television division of Triangle 
|Publications Inc., Philadelphia. He 
will headquarter at the Triangle 
national sales office in New York, 
where he will report to Edward H. 
| Benedict, director of national sales. | 
Mr. Baylor was formerly with Tri- 
angle’s am-fm-tv outlet in Hart- 
ford-New Haven, WNHC. 


Borden Names Osterheld 

Borden Foods Co., New York, 
has appointed Herbert F. Oster- 
held product manager for cheese 
and allied products. With the com- 
pany 21 years, Mr. Osterheld has'| 
been advertising manager for Bor- | 
| den cheese products. Borden Foods 
Co. was formed earlier this year 
|through the consolidation of the 
| cheese and food products divisions. 


Seagram Names Two 

Jerome A. Newman, formerly 
| national sales promotion manager 
| of Seagram’s Golden gin, has been 
jnamed national sales manager for 
Golden gin, and Edward D. Mc- 
|Cabe, formerly assistant national 
| sales promotion manager, has been 
| appointed national sales promotion | See page 90 


manager of Seagram-Distillers Co., 
New York. 


Waldie & Briggs Boosts Ingalls 

Waldie & Briggs, Chicago, has 
promoted Robert Ingalls to copy 
director. Mr. Ingalls first joined 
the agency in 1952. He then was a 
copywriter with Grant Advertising 
and Needham, Louis & Brorby, 
and rejoined Waldie & Briggs early 
in 1957. 


Budd Promotes Hunter 

| . Peirce Hunter, public rela- 
tions representative, has been pro- ' 
moted to manager of advertising 
and public relations of Budd Co., 

| Philadelphia. 
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Mailers Face P.0. 
Rate Hike; Boosts’ 
Size Is Question 


(Continued from Page 1) 


enues by more than $750,000,000. 
At the same time, it approved raises 
for postal workers which will use 
up nearly $400,000,000 of the new 
revenue, 

The ultimate result of the rate 
fight is still very uncertain. House 
leaders are talking of a firm stand 
against the 4¢ letter. Yet without 
the 5¢ letter they may not get a 
postal pay bill past President Ei-_ 
senhower, and even with the 5¢ let- | 
ter they may still face a Presiden- | 
tial veto if they press ahead with | 
the pay hike voted by the Senate 
and favored by the majority of the 
members of the House. 


s A move to send the conflicting 
Senate and House rate bills to a 
conference is expected next week, 
when Rep. Tom Murray (D., Tenn.) 
is expected back at work. There 
have been signs the House may re- 
fuse to send the bill to conference 
without further consideration, par- 
ticularly of the pay provisions. 

As it stands now, the major area 
for negotiation on rates centers on 
the 5¢ letter, 8¢ airmail, and the 
schedule of increases for publica- 
tions. 

A major hassle developed over 
proposed increases in second class 
mail rates for non-profit organiz- 
ations; the upshot, after a knock- 
down-drag-out battle was that an 
increase for this classification was 


| July, 1956, it was decided that the 
‘ y - Continental, which had been in a 
How Senate, House Mail Hike Stack Up with Present Rates | division by itself, be consolidated 
with Lincoln division and the Con- 
Now HOUSE BILL SENATE BILL tinental lost its identity because 
FIRST CLASS 3¢ per oz. 4¢ per oz. 5¢ per oz. Non-local the new arrangement called for it 
4¢ per oz. Local to be known simply as the Lincoln 
POSTCARD 2¢ 3¢ 3¢ unless handwritten division. 
AAA. 6¢ 7¢ o¢ s Last fall, after two years of be- 
AIR POSTCARD 4¢ 5¢ 5¢ ing apart, Lincoln and Mercury 
2ND CLASS 10/1/57. 7/1/58 7/1/59 7/1/60 7/1/58 7/1/59 7/1/60 were again reunited in a division 
Publisher's Pound Rate: with an old title, the Lincoln-Mer- 
(A) Editorial portion per Ib... 1.95¢ 2.2¢ 2.5¢ 2.8¢ 3.1¢ 2.1¢ 2.3¢ 25¢ |jcury division. 
(B) Adv. portion per Ib. At this point, James J. Nance, 
AE 1.95¢ 2.2¢ 2.5¢ 2.8¢ 3.1¢ 2.2¢ 2.6¢ 3.0¢ || one-time president of Studebaker- 
Zone 3 ? 3.0¢ 3.4¢ 3.8¢ 4.2¢ 3.0¢ 3.5¢ 4.0¢ Packard and by now a Ford vp in 
Zone 4 4.5¢ 5.1¢ 5.7¢ 6.2¢ 4.5¢ 5.2¢ 6.0¢ charge of marketing, was assigned 
Zone 5 6.0¢ 6.8¢ 7.5¢ 8.3¢ 6.0¢ 7.0¢ 8.0¢ to head the organization of the re- 
Zone 6 7.5¢ 8.4¢ 9.4¢ 10.4¢ 7.7¢ 8.7¢ 10.0¢ welded Lincoln-Mercury division’s 
Zone 7 9.0¢ 10.1¢ 11.3¢ 12.5¢ 9.2¢ 11.0¢ 12.0¢ 3,100 dealers. Mr. Nance’s first 
Zone 8 4 10.5¢ 11.8¢ 13.2¢ 14.6¢ 11.0¢ 12.5¢ 14.0¢ move was to bring back Joseph 
(C) Non-profit organizations (Ib.) 1.95¢ 1.95¢ 50% of commercial rate Bayne as general sales manager of 
(D) Commercial classroom publications 1.5¢-7.0¢ 1.5¢—7.5¢ 65% of commercial rate the combined operation, a position 
(E) Minimum per copy Yee “ue “ue %¢ “e¢ Mr. Bayne had held before the di- 
CONTROLLED CIRCULATION Under 8 oz. 10¢ 12¢ 12¢ vision was separated in 1955. 
Over 8 oz. 11¢ In its 1957 consolidation of Lin- 
coln-Mercury, the Ford company 
ay Pager |said the two cars had earlier been 
(a) Circulers—Ist 2 OZ. ......ccccesceeresessenees 2.0 ¢ 3 ¢ 3 ¢ res Sake Swe yo ronagr ° ee 
>. porary” move design o permi 
oi anette ye emphasis on building up each car, 
Re aT is¢ 1.5¢ 15¢ ee meee 
Bulk : accomplis . But unit sales fig- 
: ures for Mercury were better un- 
ee ae roc © ase _||der the split setup than under 
| (b) Catalogs—per Ib. ccssasnninsenennen 10 ¢ 12 ¢ ‘eilaiee est te repens ing: A a rere 
| <A APE 5 ree-year figures showed. 
©) sium expe. plese Py = : 1 iat ot , “pe Then in January, 1958, Ford 
| a ee ae ee CODEHES Catp Motor announced “a sweeping re- 
organization” which moved Lin- 
: coln-Mercury and the new Edsel 
to hold the rate on third class to a ‘and foreign car import operations 


maximum of $20 per 1,000 for bulk 
mailings by local merchants for 
delivery in their home communi- 
| ties. 


| able rate to local third class mail | 


| had been approved earlier by voice | 


K&E Rejoices, Parks Lincoln in 


(Continued from Page 1) 


retained in the Senate bill, but it’s| .ote but it came under fatal fire |billings—to the K&E fold. “It is 


fate in conference is doubtful. 

Some of the small print in the 
postal rate bill is good reading for 
for mailers; some is bad. 


s Among the fine-print items 
turned up since the bill passed the 
Senate, and which were not men- 
tioned in the report on the bill or 
discussed during the week-long 
Senate debate, were these: 


e The so-called “ ‘American Heri- 
tage’ amendment.” This amend- 
ment, drafted at the request of the 
publisher of “American Heritage,” 
modifies second class entry re- 
quirements so that periodicals 
with hard covers may qualify. It 
is in line with a number of other 
technical changes tending to em- 
phasize the paid subscription list 
as the major distinguishing consid- 
eration for second class entry and 
to focus less attention on minute 
physical characteristics. 


e Withdrawal of existing priv-| 


ileges which permit publications 
containing less than 5% advertis- 
ing to compute their postage solely 
at the editorial rate. This change, 
also ignored in the report and in 
the debate, means that publications 
containing as little as 5% adver- 
tising will have to pay postage on 
advertising portions at the zone 
rate, the same as publications with 
as much as 75% advertising. 


s Not all of the small-print pro- 
visions are hostile, so far as mail 
users are concerned. For example, 
the bill contains a provision which 
repeals an ancient regulation which 
prohibits publishers from includ- 
ing promotional messages on sub- 
scription cards which are bound in- 
to their magazines. 

One major adjustment raises the 
ceiling on catalogs and packages 
eligible for third class from 8 oz. 
to 16 oz. If enacted it would elim- 
inate the present breaking point, 
according to which an 8 oz. item 
now pays 8¢ as third class, and a 
9 oz. item pays 23¢ to 32¢ as fourth 
class. 


s Some of the most bitter debate in 
the Senate centered on the efforts 
of Sen. Jacob K. Javits (R., N.Y.) 


| when the Senate acted. 
| The senator argued that the $20 
per 1,000 rate for local mail was 
justified, since the Post Office in- | 
curs neither sorting nor transporta-_ 
tion expense in handling it. But 
| Sen. Richard Neuberger (D., Ore.) 
lreported the Postmaster General 
|feared the local rate would be 
abused by big national mailers 
working through local distributors. 
And Sen. Prescott Bush (R., Conn.) 
complained that it would simply 
encourage “junk mail” and divert 
advertising from small local news- 
papers which need it badly. 


| 


extremely gratifying that one of 
our oldest and most valued clients 
has seen fit to reappoint us to han- 
dle major advertising responsibil- 
ity,” said President Bill Lewis. 
During the weeks since Young & 
Rubicam resigned the account, 
K&E has waited quietly. Immedi- 


ately after Y&R’s resignation the 


agency was called in, told by Ford 
brass that the company wanted to 
look at other agencies, and that 
K&E’s performance would be the 
benchmark. 


@ On Feb. 26, Mr. Lewis and senior 


|vp Don Miller went into a Lincoln 


s After the “junk mail” cry was 
raised, Sen. Javits continued to 
protest, “I do not think your small 
business constituents would take 
very kindly to that description.” 
But on a roll call, demanded by 
John J. Williams (R., Del.), only 
six senators, including Sen. Javits, 
| would identify themselves with an 
amendment which carried a “junk 
mail” connotation. + 


| 
George Culp, 84, | 
With N. W. Ayer for 


60 Years, Is Dead 


PHILADELPHIA, March 4—George | 


meeting attended by Mr. Nance, 
C. E. Bowie, Bruce Miller, and Jo- 
seph Bayne. The agency men ex- 
plained how they would handle the 
account if K&E were to be award- 
ed it. Then more waiting. The 
agency had hoped to hear Feb. 28. 
On March 5 it got the word. 

The transfer to Y&R was a bitter 


blow to K&E, somewhat assuaged | 


by the fact that it had been told 
that Mercury billings would be up 
and that Ford considered the agen- 
cy had acquitted itself creditablv 
on the account. 

K&E men took the position at the 
time that the Lincoln shift was, in 


| part at least, designed to help com- 


pensate Y&R for the work the new 


| His efforts to give a more favor- Its Two-Car Gar age with Mercury 


| Packard. 

B&B was the agency for Stude- 
baker-Packard Corp. for nearly 
two years before resigning the 
— last year (AA, April 22, 
57). 

Simultaneously with its public 
announcement, Lincoln notified al] 
agencies that solicited the account 
of K&E’s selection. Lincoln offi- 
cials met with more than a dozen 
agencies in seeking a successor to 
Y&R, and were approached by a 
number of other shops, which were 
not invited to make presentations. 


® Lincoln and Continental sales 


slumped last year after a record | 


year in 1956, when 48,665 cars were 
sold. Last year, Lincoln sales 
amounted to 36,681 units. 

Advertising budgets for the two 
cars also have slumped in the past 
two years. In 1956, Ford invested 
$6,781,639 in measured media for 
Lincoln and Continental, and an 
undetermined amount in unmeas- 
ured media. 

Last year’s budget reportedly 
dropped to an estimated $5,000,000. 
Last summer, Lincoln dropped the 
“Ed Sullivan Show” which it had 
long co-sponsored on CBS-TV with 
Mercury (AA, June 24, '57). The 
|cost of the show at that time was 
$10,000,000 yearly. 


under the supervision of Mr. Nance. 
Lincoln, Mercury, Edsel and Con- 
tinental were combined in a new 
unit called the M-E-L division. 

The switch lumped the compa- 
ny’s luxury, medium-price and im- 
ported car lines together. Mr. 
Bayne, who was general sales man- 
ager of the Lincoln-Mercury divi- 
sion between 1947 and 1956 and 
then switched to Ford Motor’s 
dealer policy board, was named 
general sales manager for the Lin- 
coln and Mercury general sales of- 
fice. 


® The Lincoln assignment ended, 
at least temporarily, a series of 
agency switch tremors which have 
rocked the automobile and adver- 
tising fields over the last ten weeks. 

The upheavals began last De- 
cember when Buick fired Kudner 
Agency after a 22-year association 
(AA, Dec. 23). Just a month later, 
Y&R resigned Lincoln (AA, Jan. 
27). 

The granddaddy of the explo- 
sions occurred just three weeks ago 
when McCann-Erickson dumped 
| the $27,000,000 Chrysler car divi- 
sion and Chrysler corporate and 
export advertising to take on Bu- 
ick (AA, Feb. 17), which bills about 
$24,000,000. 

Last week, Chrysler named Y&R 
to handle advertising for its Chrys- 
\ler and Imperial cars, and picked 
Leo Burnett Co. to handle corpo- 
rate and export advertising for 
| passenger cars (AA, March 3). 


| 
|@ Now that the smoke has cleared 


Culp, 84, who retired last year|agency would be doing in prepar- 

after over 60 years in advertising, |ing to launch the Continental. The 

died yesterday at his home after|Continental’s advertising was of- 

an illness of several months. |ten considered to be more distin- 
Mr. Culp was with N. W. Ayer &| guished than the car, which was 

Son most of his life. He joined the) pulled out of production as a sep- 

agency in 1892 and worked in arate line. 

many departments. He was a space | 

salesman for the Ayer directory|= The selection of K&E came as a 


to the Inquirer in 1913, first as|ever; a Lincoln official had told Ap- 
space salesman, then head of|vertisinc Ace two weeks ago that 
classified and editor of the reli-| none of the Ford Motor Co. agen- 
| gious page. cies were being considered for the 
|account (AA, Feb. 24). 
|@ He returned to Ayer in 1918 and| 
worked in the production depart-|& Bowles, both with experience in 
ment. Instead of retiring at 65, he|the automobile field, had been 
took over the reception desk in the| mentioned for weeks as the agen- 
Ayer building and served there for} cies most likely to get the account. 
nearly 20 more years. |D’Arcy handled advertising for 
His son, George Jr., is a member Packard Motor Car Co. 
of Ayer’s educational department |James J. Nance, now head of the 
| staff in Chicago. |M-E-L division, was president of 


when it took advertising. He went) surprise in some quarters, how-| 


D’Arcy Advertising and Benton | 


when ' 


® Lincoln may not be at the top in #“@Y, Kudner appeared to be the 
sales, but that’s not because the |°"!y sure loser, picking up nothing 
company hasn’t tried the reorgan- | while losing Buick. Leo Burnett 
ization route to sales supremacy. #"4 K&E were sure winners, both 
In the fall of 1953, the Lincoin- |®#ining new accounts while drop- 
Mercury division of Ford Motor en- | Ping nothing. , 
gineered “a major realignment” of . Y&R dropped about $5,000,000 in 
its sales department, shuffling a billings by shedding Lincoln but 
number of executives into new |™°re than recouped its losses by 
| posts. getting some $10,000,000 in Chrys- 

In 1954, reports were heard of | /¢t billings. On the surface, Mc- 
an “organization recommendation” | C2" appeared to have lost — 
that the two cars be split for adver- | Pillings in its Chrysler-for-Buick 
tising purposes, with Kenyon & | °*change, but many observers feel 
Eckhardt losing the Lincoln end of | ‘®@t more General Motors business 
the business to Young & Rubicam |'™#Y find its way to McCann in the 
(which had recently been named | ture. # 


to handle the then-new Continen- | 
_Roome Named Publisher 


tal division) . 
But divisional unity was found| Rogers Publishing Co., 


Engle- 


| wanting in sales strength, and in| wood, Colo., has appointed Hugh 
1955, Ford Motor split Mercury and|R. Roome publisher of Design 
Lincoln, creating a new division!) News. Mr. Roome joined Rogers in 
for each car. Y&R picked up Lin-| 1954 and was named vp and west- 
coln in September, 1955. Then, in | ern manager in 1955. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days Preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


ee ai i 
«..6 MONTHS ENDING DEC. 31, 1957 


40,429 


HELP WANTED 
COPY WRITER—Sales Promotion. Adver- 
tising. Young man to originate ideas and 
write good sales copy. Industrial back- 
ground preferred. Opportunity to live in| 
Southwest and advance with progressive | 
firm engaged in publications, films and 
engineering. Write complete summary. 
Box 1306, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 


|Mgr (major industry), .Sales Prom. A 
| & Writer (network). Will relocate. 


POSITIONS WANTED 


COPYWRITER—10 YEARS EXP. Em- 
ployed but wants more demanding posi- 
tion ... Young (35), married, creative. 
Experience includes: Copy (top accts., 
top NY 4A agencies), Advt.-Sales Prom. 


Box 1183, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
Public Relations 
. Advg. Managers 


Andover 3-4424, 105 W. Adams St., Chgo 3 


MEDIA REP NEW YORK AND CHICAGO 
for solid established trade journal in ex- 
change for introduction to successful 
pubir. needing experienced California rep. 
Box 1302, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


RADIO-TELEVISION DIRECTOR 
Expanding southwest agency needs versa- 
tile production director with writing abil- 
ity for film spots, live local commercials; 
no network but need practical experience | 
with creative ability for food-merchan- | 
dise field. Salary open, with participa- | 
tion; no age limit. Airmail brief resume | 
for our study; will then request samples 
or arrange interview. Immediate opening. 

Box 1332, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FEED ADVERTISING MAN 
Ralston Purina Company has an attrac- 
tive position in the New England and 
North Atlantic States for a field adver- 
tising man with its Chow Division. Work | 
will involve creative copywriting and / 
lanning of advertising campaigns, call-| 
ng on farmers for testimonial stories and | 
working with sales staff in planning pro- 
motions. Prefer college graduate, prefer- 
able ag journalism or English major, with | 
basic knowledge of poultry and livestock 
farming and some photography experi- 
ence. Age 22-30. Excellent opportunity for 
growth and advancement. Write resume 
and send samples of writing to A. V. 
Vervack, Ralston Purina Company, &t. 
Louis 2, Mo. 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS — PLACEMENTS 

209 Se. State St. HA 717-1991 Chicago 


ASSISTANT TO | 
SALES PROMOTION MANAGER — | 
Prominent food company in Chicago 
seeks young man to assist in promotion 
of nationally known products. Should 
have writing and layout experience to 
blish merchandising publications, also 
andle publicity. Include age, photo, past | 
experience and salary requirements in 
resume. 
Box 1335, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


CHICAGO BUSINESS PAPER 
SPACE SALESMAN | 
New opportunity with well-established | 
multiple paper publisher. Assignment to 
Chicago area sales staff. Experience with | 
agricultural advertisers valuable. Inter- 
views in Chicago will be planned late | 
March. Write W. E. Lingren at: 
THE MILLER PUBLISHING COMPANY 
P.O. Box 67, Minneapolis 1, Minn. 


ARTIST/ART DIRECTOR 
Pennsylvania agency requires seasoned 
artist/art director. Advantages of small 
town living. Send resume and salary re- 
quirement. 

Box 1333, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

CIRCULATION MANAGER 
Man to direct department, including ful- 
fillment and promotion, for publisher of 
six business papers, three weekly and 
three monthly. Should be familiar with 
ABC and BPA audit regulations, proce- 
dures. Write to George Gates at: 

THE MILLER PUBLISHING COMPANY 
P.O BOX 67, Minneapolis 1, Minn. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 . Ohio St., Chgo. Su 7-2255 


FREE LANCE COPYWRITER 
Pennsylvania agency requires good indus- 
trial copywriter. Send samples and rate. 

Box 1334, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


COPYWRITER 
Young, creative Food agenc needs 
young, creative writer. knowl- 


edge helpful, not essential. 5 to 6 


years print experience. Box 939, 
tage e, 200 E. Illinois St., 
Chicago 11, Illinois. 


ACCOUNT/RESEARCH MAN 
Seeks better position-with agency or mfr. 
in contact and/or research work. 6 yrs. 
exp. with 4A agency and nat’l. mfr. Age 
30. MBA Degree. 

Box 1336, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

ADV./PUB. REL. MANAGER 
Detailed personal brochure mailed to 
bona fide Chicago area interests upon re- 
quest—a story of action and profits. 

: Box 1308, ADVERTISING AGE 
200 E Illinois St., Chicago 11, Illinois 


advertising seeks more challenging posi- 
tion as Advertising Mer. 
ant or Copy Writer. Can tackle anything, 
through administration. F. D., 5012 Frank- 
lin Ave., Los Angeles. NOrmandy 4-0189. 
COPYWRITER AVAILABLE TO 
REPUTABLE AGENCY OR COMPANY 
12 years local free-lance and 4A agency 
experience in radio-TV writing and pro- 
duction on regional & national accounts. 
Capable of solid creative thinking on new 
campaigns and follow-up with polished 
printed & spoken copy. L. A. area only. 
Castle Newell, 2501 
Glendale, Calif., CI 1-8739. 


ADVERTISING SPACE SALESMAN 


experience; young, aggressive, college 
graduate. Seeks opportunity in Chicago- 
based territory with leading publisher. 
Box 1337, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Dlinois 
ADVERTISING TRAINEE 
College grad. seeking career in adv. In- 
experienced. Studying nights at N.U. In- 
terested in copywriting 
Box 1338, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 
AE OR AD DEPT. 
Over 9 years experience, 5 with agency 
as AE on farm and industrial accounts. 
Strong on copy and production. Good 
background on _ presentations, 
analysis and surveys. Age 34, married, 
will relocate. Let me send you my resu- 
me. 


Box 1339, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VERSATILE—EDITORIAL, RADIO 
7 years all-round experience in radio, 
mags doing all jobs. Know mechanics, 
theory of both from ground up: announc- 
ing, writing, layout, management. ME of 
trade mag now, want publ. rel. or edi- 
torial job in Chicago, preferably connect- 
ed with radio-tv. 
Box 1340, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE 
PACKAGE 
DESIGNER 


1. Do you have talent in The Graph- 

ic Arts? 

Can you head up the Package 

Design operations in a really Blue 

Chip Consumer Goods Paper 

Company? 

. Can you take your own ideas and 
those of others and turn them 
into packages that will sell? 

Only a real “Pro” can fill this spot. 

The salary is excellent (five figures). 

The location—Delaware Valley, 

USA. The future up to you. We 

need this man now! Write giving 

full details to: 


BOX 942, ADVERTISING AGE 
480 LEXINGTON AVE., 
NEW YORK 17, N. Y. 


2. 


E. | 20-years-experience is basis 


and/or Assist- | 


E. Chevy Chase, | 


market | 


} POSITIONS WANTED 


| ADV. MANAGER - ACC’T SUPERVISOR 
Mature executive (46) wide experience in 
|consumer and industrial, billings to $12,- 
| 000,000, all media. Will locate anywhere. 
Box 1341, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


PRODUCT OR ASST. AD MANAGER 
| Heavy on consumer food, also packaging, 
|metals industry. Late twenties with 
years broad ad, sales promotion exper. 
Top references, resume on request. 
Box 1342, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Does Grown Agency Need Proved Copy- 

Contact Experience in Midwest or West? 
|11 years: Midwest agency industrial-PR 
copy-contact (now); Agency retail field 
promotions; Industrial ad-PR dept; Re- 
search Labs PR-tech writer. Good organ- 
izer, administrator. Need mature agency 
mgmt recovered from growing pains, a 
| mgmt that knows today’s work, not over- 
of growth. 
| B.S. Engr, Tech J1 major. Single. Age 34. 
Resume. Salary $12-14,000. 

Box 1343, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| REPRESENTATIVES WANTED 


| 


Advertising Age, March 10, 1958 


BUSINESS OPPORTUNITIES 


New Method of Full Coler Printing with 
Transparent Inks 

LOW COST-BEAUTIFUL COLOR - FAST 

SERVICE 


Short run catalogues our Specialty 
Skokie Colergraph, Inc. Merton Greve, Il. 
ORchard 4-7400 Representatives Wanted 
CHICAGO REPRESENTATIVE FOR MID- 
WEST COVERAGE - SPECIALIZED CON- 
SUMER MAGAZINES. 

Box 1349, ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES AVAILABLE 


Well established Rep, based N.Y.C. seeks 
Sports, athletic or sports equip. pubis. 
Comm. basis. Excellent record, top con- 
tacts, college, matwme. Send recent issue. 
x 1350, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Complete coverage from New York to 
Chicago. Experienced publishers’ repre- 
sentative firm has opening for additional 
publishers. Let’s talk over your problems. 
All replies held in confidence. 
x 1353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Copywriter or Managerial Capacity 
|Can create sound copy. Also strong in 
production, administration. Success in di- 
rect mail, including sales promotion. Han- 
dle other media as well. College grad. 6 
| years advertising experience. Now copy 
| chief. Age: 33. Seek agency or mfr. 

Box 1344, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION MGR.-BUSINESS PAPER 
15 yrs. know how, direct mail promotion, 
fulfillment. Prefer Chicago area. 
Box 1346, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| FREE LANCE COPY WRITER 
| Experienced in both hard and soft lines, 
| all facets of advertising. Will present new 
| ideas, meet schedules or supervise entire 


|INTELLIGENT, CONSCIENTIOUS GAL, | Productions. Efficient and quick to per- 
|25, with 7 yrs. experience in industrial | ceive your needs. Chicago or reasonable 


} distance. 
| Box 1345, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| IF YOU'RE ROUGHING IT... your 4 to 
36 page rough layout and/or copy re- 
| turned to you Registered Air Mail Special 
within 72 hours of time we receive ma- 
terial. No comps. 2-4 color layout: 15.00 
| per page—copy: ditto (allow same time 
| for copy). se our professionals when 
yours are swamped. Inquiries re. other 
job details invited. POTPOURRI, 
Box 1347, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


I DREAMED I WAS YOUR COPYWRITER | 


Take ad-vantage of wide-awake dream of 


| Industrial publication & business paper|a copywriter! Top dept. store, ad agency 


exp. Also published in top magazines, tv. 
Box 1348, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCOUNT EXECUTIVE—Building 
Materials and Equipment 
light and heavy construction, 


| Know 


perience on campaigns to architects, con- 
tractors, engineers, farmers and home 
owners. Able writer—strong on ideas and 
merchandising. 

Box 1355, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SISTER DEALIA 

ARE YOU SICK? SUFFERING? UNSURE? 
SISTER DEALIA HAS THE POWER TO LIFT 
YOU OUT OF DARKNESS AND TRAVAIL! 
After one reading, Sister Dealia guaran- 
tees to banish all problems and evil 
influences from your life. 

Ask anything, Sister Dealia knows ali! 
She even foresaw her own fate as a 
copywriter, saying ‘when omay lost 
account, agency would fire her.” They 
did! Everyone was amazed (except Sister 
Dealia). For readings or other services 
(copy chiefs and creative directors, kind- 
ly note) write to Sister Dealia .. . Box 
945, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Ill. 


ADV. MGR., major appliances, 
Big company. Heavy in pro- 
motions, merchandising, 
knowledge trade problems 

AE, agricultural. Fertilizer 
exper. desirable but not 
required if strong agri 
background or ag. college 
grad. Chemistry help?ral 

RESEARCH. Copy-testing 


GLADER CORPORATION 


Dir. Adv. Div. 
CE 6-5353 Chicago 


OPEN 
$11-13M 
$7500 


Don Harris, 
110 S. Dearborn 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


intment 
nt. faassen + SUITE 


CHICAGO 2, TLL, 
CEntrel 6-5670 


IS A HOUSE A HOME? 


Our answer is “No.” The reason— 
differences in amenities. And what 
are amenities? They are adequate 

ools; good village management 
rotecting property values by zon- 
Ing and Luilding ordinances; com- 
patible neighbors; freedom of move- 


ment for your children so they can 


grow and mind; intense 
community icipation in church, 
political and school problems; ade- 


uate transportation and shopping 

acilities. These are the items which, 

if present, make a House a Home—a 

place to live comfortably, pleasantly, 

and, of course, beyond your means. 

we show you a home for your 
today. 


034 le 


4 ’ 
y IMlineis 
‘ Telephone 
: CRestwood 
2-3550 
REALTY COMPARY 
ae gas 


MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


ASSOCIATE 
MEDIA DIRECTOR 


Large 4A Agency 
6-10 years all media buying 
experience. Must write rec- 
ommendations and reports. 
Have administrative ability. 
Some client contact. Strong 
on statistical analysis and 
control. Full detail outlining 
experience, education, salary 
requirements, etc. Box 946, 
ADVERTISING AGE, 480 Lex- 


ington Ave., New York 17, 
N. Y. 


PACKAGING and DISPLAY 
© DESIGN 
¢ COORDINATION 
¢ MERCHANDISING 


National advertiser of consumer prod- 
ucts has an exceptional opportunity 
for a creative man strong in package 
design and administration, point-of- 
sale display, and printed promotional 
materials. Must have good knowledge 
of industrial design, display construc- 
tion and production, preferably in low 
cost packaged products. Excellent 
salary and advancement opportunity. 
Chicago location. All replies held con- 
fidential. Box 949, ADVERTISING AGE, 
|} 200 E. Illinois St., Chicago 11, Illinois. 


equipment, tools, methods. 20 year's ex-| 


Rep with fine record, top contacts wants 
trade publ. Comm. Covers N.Y.C. & N.E. 
Send magazine with reply. 
Box 1351, ADVERTISING AGE 
480 Lexington Ave, New York 17, N.Y. 
Central Advertising Representative. Es- 
tablished Publishers Representative or- 
ganization available - regularly traveling 
hio, Eastern Michigan and Western 
Penna. Only an audited and established 
publication will be considered. 
Box 1354, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Established Rep wants Canadian trade 
mag. Covers N.E. based N.Y.C. college. 
Top references. 
Box 1352, ADVERTISING AGE 
480 Lexington Ave, New York 17, N.Y. 


TECHNICAL WRITERS 
$6,600 - $9,600 


Large Midwest electrical and electronics 
products manufacturer needs men with 
strong technical sense, to write hand- 
books, instructional books and related 
print material. Excellent opportunity. If 
qualified contact— 


GEORGE E. PYLKAS 
EXECUTIVE ADVERTISING CONSULTANT 
CADILLAC ASSOCIATES, INC. 

220 S. State St. « Chicago « WA 2-4800 


MEMO: TO SMALL N.Y. AGENCIES 
CC: SMALL N.Y. ADVERTISERS 
RIDDLE: How far does salary of top 
notch Producer TV Commercials for one 
of Top Agencies stretch? 
ANSWER: Not far enough! 
COMPLICATION: He likes his job. 
SOLUTION: He keeps job and does Free 
ce TV Commercial Writing—Produc- 
< 


N INTERESTED? 
P.O. Box 2172, Grand Central 
Station, New York 17, N.Y. 


SPACE SALESMAN 

Top publisher representation for Florida 
or Southeastern states. My background in- 
cludes 12 years successful space selling 
with 3 leading consumer magazines plus 
10 years agency account executive and 5 

ars sales management and public rela- 
ions. Now located in Florida. Box 941, 
Advertising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


WANTED 


TWO ADVERTISING SPACE SALESMEN 
. . . MEN WHO ARE NOW, OR HAVE THE 
POTENTIAL OF GOOD SALESMEN, WILL 
HAVE AN UNUSUAL OPPORTUNITY. 
SHOULD HAVE THE ABILITY TO SELL 
SPACE FOR A NEW PUBLICATION AND 
EXISTING JOURNALS OF ONE OF THE 
OLDEST AND MOST RESPECTED PUB- 
LISHERS. SHOULD HAVE THE ABILITY 
TO TALK TO ALL MANAGEMENT LEVELS. 
PLEASE GIVE FULL DETAILS. BOX 940, 
ADVERTISING AGE, 200 £. ILLINOIS 
ST., CHICAGO 11, ILLINOIS. 


FOR SALE: 
Established trade magazine business with 


approximately $300,000.00 annual gross 
volume. juire $135,000.00 cash and bal- 
ance over five year period. No brokers. 
Address: 


Box 1356, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


Get product saturation coverage on Radio 
& TV Giveaway Shows in Soe. Calif. & 
West at low cost. Write Roberts & Gail, 
5880 Hollywood Bivd., Hollywood 28, Calif. 


POINT OF SALE 

Top-flight display d-signer with unusual- 
ly complete experience in both hard and 
soft lines seeks new accounts. Twenty 
years of active executive contact with the 
best of national advertisers insures sound 
knowledge of merchandising based on 
the understanding of what must go into 
successful product presentation. Intimate 
contact with marketing formulas and 
manufacturer-distributors relationships as- 
sures displays with more impact value 
and acceptance at dealer-consumer levels. 
This design service includes a thorough 
acquaintanceship with sources for fabri- 
cation and recommendations for all types 
of manufacture from cardboard through 
permanent materials. Fees are moderate 
and are handled in a number of ways 
depending on the extent of the work and 
supervision involved or required. 

Your time is earnestly solicited for a 
preliminary discussion of your needs, be- 
cause we sincerely believe our qualifica- 
tions are, if not unique, most unusual in 
this field. We sincerely feel that we can 
ae important and measurable re- 
8 


Box 1125, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TO SUBLET! BEAUTIFULLY 
FURNISHED MODERN OFFICE 
Light, bright, private; central location. 
Ideal for advertising rep, free lance pub- 
lic ad or relations man/woman, artist, 
printing broker. No lease required. Mod- 

est rent. ANdover 3-6904 - Chicago 

AD AGENCY OPPORTUNITY 
Professional 7 man studio having every 
facility, broad agency art experience, 

TO WORK ON YOUR PREMISES! 

and provide quality art on demand at 
substantially lower prices 

Box 1357, ADVERTISING AGE 

200 E. Mlinois St., Chicago 11, Illinois 


ART OR COPY PROBLEMS? 
Turn your art or copy problems over to 
Harry Beier Studios; specialists in ar 4 
rofessional service in color or B&W. 
ng-time clients include Admiral, Sun- 
beam, Pyramid Mouldings, etc. 
HARRY BEIER STUDIOS 
WH 4-5635, 750 N. Michigan, Chicago 11 


OWN A PIECE 

OF A BIG AGENCY MAN 
Get for your clients the kind of 
creative skill that has served multi- 
million dollar accounts. This expe- 
rienced writer with top 10 agency 
available part time. 

Box 947 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TRADE JOURNALS 
WANTED 


+ lich | Li 


Promi Pp is g for 
trade journals with profit picture of 
at least 5 yrs. duration. 

For the right situation money is no 
obiect. Present management would 
be vetained until wished to be re- 
lieved or retired. 

Write: George Fox, Jr. 

624 S. Michigan Avenue 
Chicago §, Ill. 


ART DIRECTOR 


Hard working executive art director seeks 
new environment. Wide experience, can 
contact. Understands hard seli. interested 
in agency, studio or company. Location 
not a factor. Full details ony where a 
personal interview is possibie. 
Box 938, Advertising Age 
200 E. illinois St., Chicago 11, I. 


y) 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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| HAVE A FRIEND WHO 

18 A REAL GOOD AD MAN 
He is particularly experienced in radio-tv. He 
made a mistake and took a job where he 
never had a chance. He has been out of work 
now for months. He doesn’t drink, works 
hard, would make a good account man, produc- 
tion coordinator for either client or agency. 
His experience with a top company would be 
hard to duplicate. Under 40 years of age. Box 
944, ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N.Y. 


WRITER WANTED! 


Leading mid-west film producer wants 
to add creative writer to work on 
commercial pictures, slidefilms and 
TV spots. Experience preferred, but 
will consider aggressive personable 
young man who wants to learn. Re- 
muneration on an interesting incen- 
tive basis. Write giving complete 
résumé. Box 943, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois. 


AVAILABLE 


CREATIVE ADVERTISING EXEC. 

7 yrs. of manufacturer and adv. agency 
experience. Cosmetics, soft goods, diversi- 
fied accounts. Strong on sales promotion, 
merchandising, administration, campaign 
planning. Desires association with pro- 
gressive agency or manufacturer. Write 
Box 898, ADVERTISING AGE, 480 Lex- 
ington Ave., New York 17, N. Y. 


CREATIVE MERCHANDISING 


Now coordinating all advertising, sales 
promotion & publicity for major firm 
10 yrs. creative experience with media 
& migr. Public Relations liaison, product 
research & market development. Created 
sales presentations, brochures, displays, 
hotography. High level contacts home 
urnishings, editors, designers, architects 
Can sell ideas & products. Solid writing 
, versatile, flexible. Self starter 
34, married, N.Y. only. Box 948, ADVER- 
TISING AGE, 480 Lexington Ave., New 
York 17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ADV. OPPORTUNITIES 


CHIEF TIME BUYER ........ $12,000 
Network & spot radio, TV exp. 

To supervise 5 Time Buyers. 

MARKET RESEARCH SUPV. .. $12,000 
Statistical & Mkt. Res. exp., 
consumer accounts. 

ADVERTISING MGR. ........ $10,500 
Solid indust. bkgd. for large 

Mfr. flexible tubing, etc. 

ACCOUNT EXECUTIVE oevesee $10,000 
Food bkgd. for 4A Agency. 

Erc. opportunity. 

I ae on 8 kod 08 $8,500 
Indust. Copywriter for 4A 

Agency. Good potential. 


B. L. CLEM 


Advertising Consultant 
imperial Personnel 
37 S$. Wabash Ave., Chicago 3, FR 2-4233 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
tim or )-- flush mounted. 
“dotisfaction. Guaranteed 


Write size of eut and screen preferred 
on back Ss copy and mai! to 


Box A 87, Tr Biendale, Calif. 


Walter Lowen 


PLACEMENT AGENCY 


* 
Headquarters since 1920 for 
ADVERTISING, MARKETING, 
PR & EDITORIAL PERSONNEL 


Please write briefly outlining your 
specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


2) (oe ae eermnmmmme ss rea am 


WALDORF SALAD—A steer and a chicken, part of a 200-animal delega- 
tion from the Terre Haute, Ind., research farm of Chas. Pfizer & Co., 
chemical and drug producer, breakfast together at New York’s Wal- 
dorf-Astoria where Pfizer quartered them for an exhibition of what 
antibiotics, tranquilizers and the like can do for growing stock. 


dia, the agency head said. 

Mr. Rozene said discounting is 
working in many cities, 
| trend is growing throughout the 
|U. S.” He read a letter received 
| from one newspaper, thanking the 
| agency for the volume of business 
it had placed through the year, 
and a second letter, from the New 
York Times, giving the agency a 
|rebate for having met a frequency 
discount. 


® There was no doubt that Mr. Ro- 
zene’s greatest satisfaction came) 
from the Times’ letter. # 


AAP and Dominant Move 


departments of Associated Artists 
Productions, New York tv film 
distributor, have moved to 345 
Madison Ave., 


two departments 


New England Admen Argue: Do 


Films, an AAP subsidiary. 


“ fer 23 
and the| nine outdoor advertising compa- 


ice, 


The advertising and publicity | 
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AFA Elects 11 Members 


Two broadcasting members and 


nies have been elected members of 
the Advertising Federation of 
America. The outdoor companies 
are Middleton Inc., Uhler & Co. 
and Joplin Advertising, all Dallas; 
Martin Outdoor Advertising, Tam- 
pa; Joseph J. Flynn Inc., Lawrence, 
Mass.; Cen-Tex Advertising, Tem- 
ple, Tex.; Federal Sign & Signal 
Co., Chicago; Wabash Poster Serv- 
Evansville, Ind., and Loren 
| Sign Co., Fargo, N. D. Air Trails 
Network, Dayton, and KWKC, 
Abilene, Tex., are new radio sta- 
tion members. 


| Boland Names Cooper 


Robert E. Cooper has joined Bo- 


where they will land Associates, San Francisco, as 
join the home office. AAP has|an account manager. He formerly 
taken an additional floor in its was an account executive with 
building as part of an over-all; Brooke, Smith, French & Dorrance, 
expansion. Also moving with the|San Francisco. Mr. Cooper will 
is Dominant| handle creative and contact serv- 
‘ices for Ampex Audio Inc. 


Discounts Benefit or Hurt Dailies? _ 


(Continued from Page 3) 
profit a specific newspaper imme- 
diately, 


newspapers involved. 

And he warned against raising 
open rates exorbitantly in order to 
show a 20% frequency discount. 
Advertisers, he said, would rather 
have “a true scale” with a “fair” 
10% discount. 

Sliding scales are not the “end- 
all” of newspaper selling prob- 
lems, he acknowledged, but he 
pointed out that the 100 largest 
advertisers are giving smaller 
percentages to newspapers cvery 
year. They spent more in tv than 


seale rate structure is “another 
selling tool” for getting big adver- 
tisers into the medium and holding 
them, he said. 


s Mr. Stevens, Boston manager of 
Gilman, Nicoll & Ruthman, coun- 
tered with the thought that unless 
a discount produces a saving in 
the cost of putting out advertising, 
the newspaper has nothing to gain 
by offering a discount. 

“Tf advertisers get results, you 
can’t keep them out. If not, you 
can’t keep them in with discounts,” 
he said. “I think newspapers will 
benefit more from producing re- 
sults than from sliding scales.” 

Other points made by Mr. Ste- 
vens: 


e On a sliding scale, newspapers 
would have to sell roughly one- 
third more advertising to come out 
with the same profit ratio. 


e There is a lack of real demand 
for these rates. 


e Radio and television can’t cut 


CLIPPINGS! 


We read over 3,450 Business, Farm 

and Consumer magozines as listed 

in Bacon’s 1958 Publicity Checker. 
Checker on approvol $18.00 


SreCeATED CLIPPING SERVICES 


because national adver- as a newspaper can do; conse- | 
tisers will not consider the new/| quently they are more justified in 
rate structure an important saving | offering discounts to fill up all | 


unless there are several hundred | availabilities. 
| 


| actually would effect a saving for | 


|the newspaper. Mr. Monaghan is 
in dailies last year, and a sliding | 


down on size when they have less 
advertising, thereby saving money 


e There are often difficulties in| 
collecting the short rate when the | 
discount linage requirements are | 
not met. 


| 
e Smaller advertisers will have to 
pay higher rates under a sliding 
seale. 


s Mr. Monaghan said he would be | 
very much in favor of sliding | 
scales if he could prove that they | 


media director of the Dowd agency | 
but said he was speaking for him- | 
self (as did Mr. Stevens). 

Sliding scales would mean some | 
savings in the cost of salesman- 
ship, but not the cost of copy, art 
and production, he noted. Further, 
a personal study of one Boston) 
newspaper in 1956 found that of | 
8,000 advertisers only about 4% | 
were eligible for “good, substan- 
tial” discounts. 267 advertisers used 
more than 5,000 lines, 125 more 
than 10,000 lines, six more than 
50,000 lines; none used more than | 
100,000 lines. | 


® Mr. Monaghan pointed to the | 
nosedive radio took some years ago | 
and the fact that discounting there 
ultimately led to a situation where 


Use This Space to Print or Type Your Classified Advertising Message 


You could 


probably even 


sell a USED 
TENNIS RACKET 


in the Ad Age 
Classified Section! 


.. for The Advertising Market Place is sort of 
a one-big-family meeting place where almost 
150,000 marketing men get together each 
Monday to hire, buy and sell. They are alert 
to unusual situations. Surprising results are 
scored by these low-cost ads. Try it. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


the same discount was given for a 
week’s spot as for a 52-week order. | 


Discounting for newspapers is| 


“just pulling your finger out of the 
dike,” he said. “The flood will come 


right after.” 


He indicated wonderment as to 


whether the so-called trend to 
sliding scales was not due as much | 


to newspaper desires as from ad- | 
vertiser pressures. 


= Mr. Rozene labeled “sliding 
scale” a misnomer. He suggested | 


“incentive rate” or “incentive 


scale” as being more positive and 
appropriate and contended that 


the incentives would result “in 
great benefits to publishers and . 
advertisers.” 


1 am enclosing $ 


Advertisers, he said, like to com- 


pare cost-per-1,000 or the cost of | 


covering a total market. Radio, | 
television, outdoor and other me- 


1___State 


|dia give a much better figure dol- 
larwise than newspapers, he said, 
adding that a discount structure 
| would encourage advertisers to use | 
continuity and consistency on an| 
}equal incentive basis with other | 
| media. And the cost of cancelation | 
| would have the same deterrent in | 
newspapers—which are now first 
off the list—as it does in other me-| 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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Stations Still ‘Save 
Aces for Rating Week’ 


(Continued from Page 1) tives on their toes, the researchers 
cal ratings in about 30 markets also | reason. 
are based on four weeks or more of| In a city like New York, rating 
viewing. 
The availability of a larger sup-| as it did in January, when ARB 
ply of quality film has helped to| and Telepulse rated at different 
level off the peaks in the movie | periods. 
shows on tv. Many stations now| Mr. Seiler sees his instantane- 
lean toward a consistent promotion | ous Arbitron rating as the even- 
program to keep their audience | tual solution for the top markets. 
levels as high as possible. 


In some areas enlightened com-|# What do station men have to say | 


petition has been a steadying fac- | about the charge that they paint an 
tor. If a particular station contin- unrealistic picture of programming 
ues to do an irregular programming | —so much better during rating 
job, a competing station can make | week than the rest of the time? 
this very obvious by ordering a| 
special survey of the market dur-  dicative, you won’t find many sta- 
ing an off week. \tions pleading 
It’s easy to find a variance of | charge that they program to get as 
opinion as to how much of a cure | high a rating as possible. You will, 
these corrective measures have ef- | however, find some telecasters who 
fected. say they aren’t doing as much rat- 


: ing period “loading” as they used 
= Dr. Sidney Roslow, director of | to, 
Pulse Inc., thinks the problem is 2 
“pretty academic now.” Pulse|® Said a spokesman for WABD: 


started using confidential week|“5SUure we throw in blockbuster 


|; week may actually last 10 days, | 


If New York telecasters are in-| 


innocent to the)! 


surveys last year to combat the 
high-powered publicity and pro- 
gramming. He said Pulse now pro- 
vides confidential week surveys 
—nobody is supposed to know 
when the field work is to be done 
—in approximately 125 markets 
where the company provides rat- 
ings three to eight times a year.| 


| films during rating week. So does 
everyone else. We’d like to have 
enough top-caliber films for four 
good weeks, but there aren’t that 
j}many.” He blamed the evil on the 
rating system. The WABD execu- 
tive said the pile-up technique isn’t 
j}used for live programs “because 
|we couldn’t throw them all into 


Effective in April, some 50 markets |‘@ting week or the station would 
that are rated only once or twice | “¢ the other three weeks. 
a year will be switched to a four-| e Gordon Gray, manager of WOR- 
week average basis. TV, noted that the competition for 
This leaves the top 25 markets ratings has become even more 
still being rated monthly by Pulse frantic since more motion picture 
in terms of the first week’s pro-| studios have released their film li- 
gramming. But Dr. Roslow believes braries. He pointed out that WOR- 


that the stations in this area are | TV’s position is different from oth- | 


“licking” the problem. He pointed | er stations, since it shows only four 
out that telecasters have found! movies a month. He said the sta- 
that they must program strong the tion subscribes to Nielsen, which 
week before ratings as well as dur-| rates for the whole month, so there 
ing rating week if they want high |is no point in trying to push up the 


scores. 

| 
s Jim Seiler, head of ARB, also is 
optimistic about the improvements 
brought about by the use of secret 
weeks—as his company calls them 
—and longer rating periods. He has 
sounded out a number of top agen- 
cies and found their preference to 
be a one-week rating combined 
with a four-week average, which 
gives buyers more data to work 
with. 

He noted that a secret week rat- 
ing has the unavoidable disadvan- 
tage of being much later than a 
regularly scheduled rating taken 
the first of the month. 

At the request of stations in the 
markets, ARB has made or will be 
making secret week surveys in 
Honolulu, Peoria, San Antonio and 
Wichita. Data on one unannounced 
week, combined with a four-week | 
average, has been provided for| 
Denver, Salt Lake City, San Diego, | 
Phoenix, Spokane, and Portland, 
Ore. One-week and four-week rat- 
ings are now being provided for 
Los Angeles, Houston, Dallas-Fort 
Worth, New Orleans, Oklahoma 
City, Kansas City, Roanoke and 
Boston. 


s In approximately 125 markets— 
including the biggest cities, such 
as New York and Chicago—ARB 
ratings are still made on the basis 
of one announced week of viewing. 
All of Nielsen’s local tv -reports, 
including that for New York, cover 
at least four weeks of program- 
ming. 

Both Pulse and ARB publish 
monthly reports in the top mar- 
kets; ARB has 17 monthly cities) 
and Pulse 25. Both companies are | 
convinced that the frequency of | 
reports in these cities help to level 
off the quality of programming. 
Striving for 12 peak programming 
weeks throughout the year should 
certainly keep the program execu-| 


ratings for a single week. 


e A spokesman for WCBS-TV ad- 
mitted that the station, which buys 
ARB and Telepulse as well as Niel- 
sen, programs its best films dur- 
ing the first of the month, as does 
everybody else. But he said that a 
larger library of movies enables 
the station to “spread the goodies 
out more evenly than we used to.” 
In January, 
successful “Late Show” and ‘““Early 


Show” ran 12 first-runs during the | 
|ARB and Telepulse rating period 


of Jan. 2-11. The rest of the month 
the station played 10 other first- 
runs. In February, the station 


played 22 first runs, nine in rating 
week (Feb. 1-7) and 13 during the 
other three weeks. This month the 
| station is showing 25 first-runs, 
nine in rating week and 16 during 
the rest of the month. + 


CHARLES DOEPKE has been named 
manager of public relations and ad- 
vertising of Fairbanks, Morse & 
Co., Chicago, effective April 1. Mr. 
Doepke, currently staff assistant to 
the vp in charge of sales, will 
succeed Henry J. Barbour, who will 
remain with the company for the 
time being as counselor on adver- 
tising and pr. 


WCBS-TV’s very | 


: ": r —~ 


| 


| wommmn « GEMERAL TELEPHONE 


Where did automation begin? 


ok mctely lie ae Me the 


AUTOMATIC ELECTRIC 


FIRST TIME— 
Automatic Elec- 
tric Co., North- | 
lake, Ill., a sub- | 
sidiary of Gener- 
al Telephone Co., 
will use a series 
of ads in The 
Saturday Evening 
Post for the first 
time starting 
March 22, to 
stress the role the 
company has 
played and is 
playing in the 
os development of 
automation and 


ne ies ee the advancement 


of telephone 

communica- 

tions. Kudner 
is the agency. 


| 
| 


(Continued from Page 1) 
1955, according to the petition. 


® For three years, the plaintiff’s 
| attorney, Harold E. Frye, conduct- 
led a “paper struggle” to get the 
case admitted to trial court. The 
law firm of Arter, Wyckoff & Van 
Duzer is representing Toni. 

Cuyahoga County common pleas 
;court ruled that Mrs. Rogers must 
|proceed solely on the basis of al- 
leged negligence at a Toni factory. 
Overruling the decision, the Ohio 
court of appeals said Mrs. Rogers 
might sue on the theory of “express 
warranty.” 

Toni went up to the state’s su- 
preme court, which Jan. 29 an- 
nounced the decision that could 
conceivably have widespread con- 
sequences in advertising and label- 
ing, particularly in the cosmetics 
field. 

Mr. Frye told ADVERTISING AGE 
that the case now returns to com- 
mon pleas court where the case 
will be tried to determine the ex- 
|tent of damages suffered by Mrs. 
Rogers. Mr. Frye said he did not 


Ad Is ‘Express Warranty’ to Buyer, 
Ohio High Court Rules in Toni Case 


| 


glowing terms and in considerable 
detail. The appeal is almost uni- 
versally directed to the ultimate 
consumer. 

“Many of these manufactured 


jarticles are shipped out in sealed 


containers by the manufacturer. 
The retailers who dispease them 


|to the ultimate consumers are but 


| 


expect the case to be tried for sev- | 


eral months. 


® The Ohio supreme court said 
the “precise question” before them 
was whether a plaintiff, claiming 
injury from a product’s ingredients, 
could bring “action on the basis of 
negligence alone or whether he 
may proceed on the theory of an 
express warranty.” 

| Prevailing views, the judges 
| said, were on the other side, requir- 
ing contractual relationships to be 
shown in such cases. 

“However,” the court said, 
“there is a growing number of 
|eases which, as an exception to 
|the general rule, hold that, as to 
foodstuffs and medicines, a war- 
ranty of fitness for human con- 
sumption carries over from the 
manufacturer or producer to the 
ultimate consumer, regardless of 
[relationship] of contract. 

“It would seem but logical to ex- 
tend the rule to cosmetics and oth- 
er preparations. 


es “A prevalent but mistaken no- 
tion is extant that the term ‘war- 
ranty’ has always carried the 
implication of a contractual rela- 
tionship,” the court said. 
“Occasions may arise when it is 
fitting and wholesome to discard 
legal concepts of the past to mect 
new conditions and practices of 


our changing and progressing civi-| 


| 


lization. Today, many manufactur- 
ers of merchandise, including the 
defendant (Toni) make extensive 
use of newspapers, periodicals, 
signboards, radio and television to 
advertise their products. 


lof these products are described in 


conduits or outlets through which 
the manufacturer distributes his 
goods. 


# “The consuming public ordinar- 
ily relies exclusively on the repre- 
sentations of the manufacturer in 
his advertisements.” 

The court said it saw no reason 
why a consumer, when damaged, 
should not be permitted “to move 
against the manufacturer to re- 
coup his loss. 

“In our minds no good or valid 
reason exists for denying him that 
right. Surely under modern mer- 
chandising practices the manufac- 
turer owes a very real obligation 
toward those who consume his 
products,” the decision asserted. 

“The warranties made by the 
manufacturer in his advertisements 
and by the labels are inducements 
to the ultimate consumers. The 
manufacturer ought to be held to 
strict accountability to any con- 
sumer who buys the product... 
and later suffers injury because 
the product proves to be defective | 
or deleterious.” 


8 In Rrogers vs. Toni, the judges! 
said they decided only on whether 


“express warranty” was sufficient 
| 


cause for action, not on proof of 
Mrs. Rogers’ injury. They had “no 
immediate concern,” they said, as 
to whether Mrs. Rogers could 
prove her injuries in a trial court. + 


GF’s New S.O.S. Division 
Will Move to FC&B 

General Foods Corp. has ap-| 
pointed the Chicago office of Foote, | 
Cone & Belding to handle adver-| 
tising for its S.O.S. division, lo- 
cated in Chicago, effective July 1. 
McCann-Erickson, San Francisco, 
had been handling advertising for 
S.0O.S. Co., which was purchased 
by General Foods in January. 


GF said that since active man- 
agement of the S.O.S. division will | 
be in Chicago, it was decided “it! 
would be better to consolidate | 
this account in the Chicago office | 
of FC&B, which already services| 
GF’s Perkins division.” S.O.S. is 
expected to bill more than $2,000,- | 
000 in 1958. 


McCully Joins Fairmont 
Howard H. McCully has been | 
named to the new post of sales vp 


of Fairmont Foods Co., Omaha. He 


|previously was vp in charge of 
“The worth, quality and benefits | 


marketing of Morton Frozen Foods, | 
Louisville. 
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U. S. Grand Jury 
Sets Own Probe 
of Commissions 


WASHINGTON, March 7—Investi- 
gation of the Federal Communica- 
tions Commission gained momen- 
tum this week as (1) Richard A. 
Mack resigned and (2) the Depart- 
ment of Justice opened a full-scale 
grand jury probe. 

Mr. Mack resigned Monday after 
members of the House committee 
on legislative oversight threatened 
impeachment proceedings follow- 
ing disclosure of pressures on him 
in the Channel 10, Miami, case. 

While the committee has prom- 
ised to continue its investigation, 
Attorney General William P. Rog- 
ers moved this week to take control 
of the situation by organizing a 
grand jury study of all reports of 
misconduct in the six independent 
regulatory agencies. 


s This probe started by taking 
testimony on the Miami Channel 10 
case, but officials indicated today 
it will be broadened next week. A 
letter filed by the department with 
the federal district court here indi- 
cated the probe is to cover such 
matters as offering and giving 
things of value to officials with the 
intent to influence them, receiving 
money and gratuities while acting 
in behalf of the U. S. in an official 
capacity, obstructing justice, per- 
jury and conspiracy. Officials in- 
dicated the probe will cover former 
commissioners as well as current 
FCC members. + 


Weather Study Can 
Boost Efficiency of 
Ads: Meteorologist 


Cuicaco, March 4—Advertisers 
of weather-sensitive products 
would show better sales results if 
they made a closer study of the 
weather in their markets and pin- 
pointed their promotions in ac- 
cordance with historic weather 
probability, a meteorologist assert- 
ed here today. 

Loren W. Crow, Denver, a con- 
sulting meteorologist, told the Chi- 
cago Area Agricultural Advertis- 
ing Assn. that advertisers could 
save themselves some costly mis- 
takes in ad timing by recognizing 
how much weather affects markets 
and studying the relationship. 

He cited as an example an ad- 
vertiser who credited his advertis- 
ing for the entire sales success of a 
certain promotion when actually 


\favorable weather helped bring in 


many of the sales. The following 
year the advertiser tried to repeat 
the performance but sales fell far 
below the previous year, at least 
partiy because of bad weather. Ig- 
noring the weather factor, the ad- 
vertiser decided the advertising 


|was entirely responsible and took 


steps to change it. 


'@ Mr. Crow said some cities like 


Kansas City and Miami have fair- 
ly regular summer seasons—that 
is, the hot part of the summer nor- 
mally falls between two dates and 
almost all of the weather in that 
period is consistently fairly hot. 

In such markets, he said, an ad- 
vertiser of air conditioners can 
plan most of his advertising with 
reasonable certainty as to when 
people in that area will be most in- 
clined to buy. 

In other markets—Chicago and 
Washington, D. C., for example— 
he said the summers are irregular, 
with sudden extreme temperature 
drops possible at almost any time. 

In these markets, he said, about 
20% of the season’s ad budget 
should be held in reserve for spe- 
cial hot spell promotions. 

Mr. Crow said that advertisers 
of weather-sensitive items should 
include temperature’ directions 
with their advertising copy so that 
the media would carry it only in 
appropriate weather. 


— 
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FCC Study Fails 
to Indict ‘Must 
Buy, Stanton Says 


Goldenson, Treyz Also 
Blast Barrow Report 
in Long-Awaited Hearing 


WAsHINGTON, March 17—Net- 
works rolled up their heaviest ar- 
tillery this week as the Federal 
Communications Commission pro- 
vided an opportunity for the tv in- 
dustry to appear in public hearing 
and defend business practices 
which the commission’s network 
study group wants to change. 

With more than 65 industry wit- 
nesses scheduled to testify—virtu- 
ally all of them united against any 
of the changes suggested in the 
massive report on network rules— 
this entire week was consumed by 
officials of American Broadcasting 
Co. and Columbia Broadcasting 
System. 

Earlier in the week American 
Broadcasting-Paramount Theaters’ 
president, Leonard Goldenson, 
was lead-off man for a delegation 
of ABC officials who said ABC 
might be crippled financially and 
eliminated as a competitive net- 
work if FCC adopted proposals 
which cut down on the number of 
stations it may own in major mar- 
kets. 


s Subsequently, the CBS top com- 
mand, led by Frank Stanton, pres- 
ident, armed with 63 pages of text, 
used all of the remainder of the 
week to argue against virtually 
every observation in the more than 
1,500 pages of material submitted 
to the commission last October by 
the 13-man staff under Dean Ros- 
coe Barrow of the University of 
Cincinnati. 

At one point Mr. Stanton of- 
fered what appeared to be a sum- 
mary of his over-all objections to 
the report. He said it seems to as- 
sume (1) “that the more frag- 
mented an industry is, the more 
superior its performance in the 
market and hence for the public”; 
(2); that a network practice or 
function “should be permitted only 
if the federal government deter- 
mined it satisfied current notions 
of what is in the public interest”; 
and (3) “that government regula- 
tion and the substitution of the 
judgment of the regulating an- 
thorities for that of the regulated 
industry is inherently desirable 
and necessary to protect against 
potential wrongdoing.” 


® Asserting that CBS is not ask- 
ing “special exemption from the 
normal course of competition,” he 
contended, “We are entitled to the 
same consideration as any other 
business engaged in a competitive 
endeavor. 

“Is it fair to impose on us a bur- 
den to establish the essentiality of 
our every business practice? The 
common assumption is that every 
business endeavor—and reason- 
ably related business practice—is 
proper and beneficial unless pub- 
lic harm is shown to result... ” 


s ABC used its appearance to re- 
new its plea for action by the com- 
mission to eliminate station short- 
ages in one and two-station mar- 
kets. While he reported that ABC 
now gets 83% clearance in its ba- 
sic markets, Mr. Goldenson re- 
ported there are still many mar- 
kets, including several in the top 
100, where ABC has clearance dif- 
ficulties. 

“No matter how good your pro- 
grams are, they may be less suc- 
cessful than those of your competi- 
tors if your competitors are in a 


ter circulation to advertisers,” he 
said. 

ABC.-TV’s president, Oliver 
Treyz, concentrated on option 
time, explaining that it gives the 
advertiser assurance the network 
can deliver what the [advertiser] 
needs in the markets where the 
network has a primary affiliate. 

“If, as a result of a restriction 
on option time, an advertiser were 
unable to clear in what is now 
prime option time in major mar- 
kets of the country,” he explained, 
“his cost per 1,000 would increase 
to a point where it might be more 
advantageous for him to use some 
other media.” 


® More about option time was of- 
fered by Mr. Stanton, who describ- 
ed it as “the thread which trans- 
forms 191 separate tv stations into 
what is known as the CBS Televi- 
sion network,” and “gives the net- 
work something on the shelf to of- 
fer to its customers.” 

While stations ordinarily would 
clear a substantial portion of net- 
work programming, “there is a 
strong counter-incentive arising 
out of the fact that, for any single 


program period, a station derives | 


somewhat more net revenue from 
national spot or local business than 
from network business,”’ he said. 


= CBS defended “must buy” by 
pointing out that the 58 “must buy” 
stations reach 81% of the homes 


/covered by the CBS TV network 


and delineate “what we offer as 
our basic product.” Mr. Stanton 
said the study group failed to prove 
that any more than a handful of 
advertisers are inconvenienced by 
the “must buy” policy. 

Failing to prove “must buy” is 
an undue or unreasonable re- 
straint, he said the report “tinkers 
with ‘must buy’ just for the sake 
of tinkering. It has wholly failed 
in its case against the ‘must buy’ 
practice.” 


® ABC and CBS witnesses all 
agreed that ownership of at least 
five vhf stations is needed to as- 
sure financial stability of the net- 
works. Mr. Goldenson reported 
92% of ABC-TV’s 1957 income was 
from its stations, while Mr. Stan- 
ton said that in a period of reces- 
sion advertisers trimming their 
budgets may pinpoint their expen- 
ditures in national spot in the larg- 
est markets. + 


‘You Auto Buy Now,’ 
Clevelanders Told, 
and Buy They Did 


(Continued from Page 1) 
iced with a “Good News” bulletin 
each day of the campaign. The bul- 
letins contained an array of items 
ranging from a new plant opening 
(more jobs available) to a home 
remodeling (people spend money). 

The radio stations devoted 1,400 
public service spots to the push. 


s The campaign was aimed at 
“people who are working and who 
have money in the bank,” Mr. 
Blaushild said. Apparently the 
technique worked; at least one es- 
timate showed down payments 
were “extremely high” and that 
40% of all deals were being made 
for cash. And buyers seeking credit 
deals resulted in applications for 


financing running from 40% to) 


100% ahead of applications in any 
previous week this year. 

Dealers and salesmen are in “a 
good frame of mind to keep the 


‘You Auto Buy Now’ slogan alive | 


during the coming spring and sum- 
mer selling campaign,” he noted. 

And judging from the inquiries 
he has had on the promotion from 
as far away as Texas, Rhode Is- 
land, New Jersey and Seattle, he 
predicted that similar programs 
would be introduced in other 


position to offer substantially bet-| areas. # 


93 
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Last Minute News Flashes 
JWT Slated to Get Quaker’s Ken-L Products 


Cuicaco, March 7—Though neither company nor agency is ready to 
announce it, ADVERTISING AcE has learned that Quaker Oats Co. is 
about to award its Ken-L Products account to J. Walter Thompson. Co. 
Last week Quaker Oats pulled Ken-L Products out of Needham, Louis | 
& Brorby, and JWT resigned its Swift Co. business, which included | @ 
Pard dog food (AA, March 3). 


Shepard Joins K&E’s Ford Institutional Unit | 


New York, March 7—Andrew J. Shepard has joined Kenyon & Eck- | 
hardt here as a regional account executive on the Ford institutional ac- | 
count. Mr. Shepard left the post of assistant to the president at Grant 
Advertising last summer and then joined Lynn Akers’ Europe-wide 
agency network, Advertising International. 


Imperial Research Names Gourfain-Loeff 

Curcaco, March 7—Imperial Research Inc., newly formed cosmetics 
manufacturer headed by Dr. Joseph Schultz, formerly president of Lan- 
olin Plus, will announce it has appointed Gourfain-Loeff to handle its 
advertising and sales promotion next Monday (March 10). Advertising | “air CON).?s*ONED’—Even, balanced 
is still in the planning stage. heat is stres.-d in this first ad of 


Pfizer's Roerig Unit Assigns Product to Burdick peming ma Sexton Co.’s 1958 cam- 

New York, March 7—J. B. Roerig division of Chas. Pfizer & Co. has|?@ ac e page ag Life, April 
appointed Burdick, Becker & Fitzsimmons to handle one of its vitamin 14, Better Homes ardens, May, 
products. William Douglas McAdams Inc. is the previous agency and | "4 House Beautiful, June. Alex T. 
continues to handle all other Roerig advertising. Burdick, Becker got Franz Inc., Chicago, is the agency. 
its first Pfizer assignment last week (AA, March 3). 


Mead Johnson Names Keyes, Madden for Bib Juices a ee 
“TV Guide’ Saves 


! 
| 


EVANSVILLE, IND., March 7—Mead Johnson & Co. has appointed Keyes, 
Madden & Jones, Chicago, to handle advertising for its newly acquired | 


Bib line of fruit juices for babies. Blaine-Thompson, New York, is the | ARF S d ha h 
Jaren agency. tu y wil 


Willem to Head Kodak Account; White Joins ]WT 
Cuicaco, March 7—John M. Willem Jr., a J. Walter Thompson vp $150 000 Donation 

here, will move to the agency’s New York office to take over the East- | / 

man Kodak account, succeeding Charles Rheinstrom, who left to join , 

American Airlines. Hooper White, formerly with Earle Ludgin & Co.,|__. (Continued from Page 1) 

has joined JWT’s local office as a producer in the radio-tv department. | Quirk said, however, that Triangle 

|Publications, publisher of TV 

NIAA Revamp Plan Set; Other Late News Guide, decided to give the ARF 

e National Industrial Advertisers Assn.’s committee on reorganization | “What it needed” to make the study 

will submit its recommendations to the association’s directors March | feasible. 

13 in Philadelphia. If the directors approve, a special plan for reorgan-| a 

izing NIAA will be submitted to the membership at the annual con-|" “It is my understanding,” said 

vention in June in St. Louis. Details of the plan will be released next|Mr. Quirk, “that with this money 

week in Philadelphia. in hand the study can be under- 


taken in the near future, and that 
e John Shepherd, research vp of Fletcher D. Richards Inc., will tem-|the results of the study will be 
porarily act as agency media director, succeeding Charles Dreier, who | available in the fall of 1959.” 
has resigned “for policy reasons and because of agency reorganization.”| Mr. Quirk conceded that the 
John Meskill, assistant media director, will aid Mr. Shepherd. Mait-| study has “obvious deficiencies” 
land Jones, formerly vp and assistant copy chief of Sullivan, Stauffer,/as far as his magazine is con- 
Colwell & Bayles, joins Richards March 10 as vp and creative director. | cerned. “We have no pass-on read- 
Sherwood Dodge, the agency’s exec vp, told AA that reports of mass |ership,” he pointed out, “and this 
layoffs and pay cuts at the shop because of loss of the $1,700,000 Amer-| means we may not show up as 
ican Machine & Foundry Co. account to Cunningham & Walsh are| we]] as others.” 
“grossly exaggerated.” About 12 people will leave the agency by the 


. On the other hand, TV Guide 
end of the month, not all because of the account loss, he said. does expect to derive valuable 


e The Chicago American has appointed Grant, Schwenck & Baker,| readership data from the study. Its 
Chicago, to handle its advertising in all media effective March 1. Fair- | circulation has soared over the 6,- 
fax Inc., New York, previously handled the account. |000,000 mark but no extensive au- 


| 
e State Farm Mutual Automobile Insurance Co., Bloomington, IIll., has 


| amce information has been col- 
given its new multi-agent co-op advertising program for large cities to| a ar bg el timated 
Needham, Louis & Brorby, Chicago, which also handles the company’s | th 7 t of th apne rd 5 enee.ene 
national advertising. State Farm’s other agency, Biddle Advertising Co.,| ry ers Ay one ine ae re oe hte 9 
Bloomington, will lose an estimated 20% of its billings on the account |"), be $ . y= Me sh i 
because of the reorganized setup. Biddle handles most of State Farm’s : soieins tant caetaiads te Gamal 
agent advertising. ‘ARF announced that it had re- 
e House of Seagram, since repeal chief U. S. exponent of blended ceived pledges totaling $370,000. 
whiskies, today declined to confirm or deny persistent reports that it! 

will set up a straight whisky division this spring, headed by J. Gordon | s Al Lehman, managing director 
Baquie, who resigned in December as vp and director of sales of | of ARF, said today that TV Guide’s 
Brown-Forman Distillers Corp. Seagram said that in the absence of $150,000, added to the promises 
Samuel Bronfman, president of Distillers Corp.-Seagrams Ltd., parent | previously received, will be enough 
company, and of E. M. Bronfman, president of Joseph E. Seagram &|to guarantee the underwriting. He 
Sons, U.S. producing company, nobody in the Seagram organization | pointed out that the foundation 


could comment. received a number of “contingency 
e Everywoman’s Magazine, which merges with Family Circle with the Pledges,” that is, promises to the 
June issue, is confronted by recalcitrant employes, who have formed a/| ffect, “if the study is undertaken, 
committee and retained a law firm. A spokesman for the committee | We'll go along.” 

told ApvertisInc AGE today that “two weeks’ severance pay is not| He noted, for example, that eight 
enough; it amounts to payment in lieu of notice of dismissal.” Taylor, |™@8@zines, in addition to the six 
Scoll & Simon, the law firm that represented employes of Crowell-| Which have publicly announced 
Collier, when that company closed Collier’s and Woman’s Home Com-|their support, have given the ARF 
panion, has been retained by Everywoman’s people (story on Page 3).| Verbal promises of support. 


He also point out that some 
e James Riddell president of WXYZ and WXYZ-TV, ABC-owned advertisers ou or. still have 
stations in Detroit, is slated to be named to the new post of exec vp|to be solicited. ARF expects virtual 
of the American Broadcasting—Paramount Theaters broadcasting 100% support in this area. 
division in New York March 10. Mr. Riddell, to whom the presidents} Finally, Mr. Lehman said it 
of ABC’s radio and tv networks will report, will work under AB-PT 


. might be possible to effect some 
president Leonard Goldenson. economies in the original $800,000 


e Wiiliam M. Englehaupt, formerly a director of marketing and re-|°Stimate. He believes new elec- 
search of Earle Ludgin & Co., has joined MacFarland, Aveyard & Co.,| Ome equipment will make possi- 
Chicago, as a vp and chairman of the plans board. He also has held ble savings in tabulating proce- 
executive sales and promotion posts with Helene Curtis Industries | dures. Bod a 

| Scholl Mfg. Co. and the Pepsodent division of Lever Bros. Co. "| Serer to TV Sulees dostelem, 


b- only five magazines had announced 
° Sperry & Hutchinson has come out on top in its escheat litigation |support for the study. They were 


with the state of New Jersey. The state superior court has dismissed the | Family Circle ($30,000), Look 
suit in which the state sought to lay claim to trading stamp cash un-| ($40,000), Progressive Farmer 
redeemed by holders since 1896. The court held that “cash or merchan- ($20,000), True ($20,000) and 


teoval can go only to the collector of stamps upon presentation of the|U. S. News & World Report ($25,- 
s ps.” 


000). # 
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Gift Club Suit Against Sackheim, 
World Shopper's Club Is Dismissed 


(Continued from Page 2) 
trict court in Newark; a similar 


action was pending in New York. | 


After hearing arguments for the 
plaintiffs for three days, Judge 
Reynier J. Wortendyke Jr. dis- 
missed the case in an opinion 
which found that the Anschells 
had no cause for complaint. 


® As a result of this action, the 
Anschells have now signed a stip- 
ulation agreeing to dismissal of 


|petition . . 


“Competition can be very harsh. 


Under the capitalistic system 
which we have in this country, as 
soon as one evolves a novel idea 
in the business world, there are 


hundreds of others that are just | 
waiting to seize upon and capital- | 


ize upon it. That is inherent in 
competition. It can’t be avoided. 
Competition is not only recognized 
but encouraged statutorily.” 
Aside from this consideration, 


the New York suit “with preju- | however, Judge Wortendyke found 
dice.” In other words, the entire that there was “insufficient” evi- 
action is dead. |dence to show that there ever was 

In dismissing all six counts in|an agency-client relationship be- 
the complaint, Judge Wortendyke | tween Sackheim and International 
said he could find no evidence of Gift. All that the evidence showed 
a conspiracy between Messrs.|was that Mr. Sackheim had had 


Sackheim and Margulies. He 


sumed, for argument’s sake, that 
Mr. Sackheim had said to Mr. 
Margulies: “This fellow, Anschell, 
has a good thing. His cost is X dol- 
lars but his gross is X plus Y dol- 
lars and his return is beautiful. 
Why don’t we get in on the ground 
floor?” it still would be no evi- 
dence of an illegal conspiracy. 


pointed out that even if one A 


= “The privilege to compete with 
others includes the privilege to 
adopt their business methods, 
ideas or processes of manufac- 
ture,” ruled Judge Wortendyke. 
“Were it otherwise, the first per- 
son in the field with a new process 
or idea would have a monopoly 
which would tend to prevent com- 


correspondence and oral discus- 
sions with Sidney Anschell and had 
offered some ideas on advertising. 
. Judge Wortendyke noted that 
|six weeks after conferring with 
|Mr. Sackheim in 1951, Mr. Ans- 
chell “engaged a man by the 
name of Goldblatt in Seattle to 
|handle” International Gift adver- 
‘tising; he then switched to Ruth- 
rauff & Ryan; then after “a few 
months” he appointed Bozell & 


dealing down to the present time.” 

Judge Wortendyke thus con- 
cluded that when Mr. Anschell 
hired Goldblatt to handle his ad- 
vertising, any possible relationship 
with the Sackheim agency “had 
been terminated.” # 


What's $2,000,000? 
My Pride Was Hurt, 


Sackheim Declares 


(Continued from Page 2) 
stubborn. My pride was hurt. 

“International Gift was never a 
client of this agency. We never did 
an ad for it. We never sent it a 
bill. It was a nuisance suit.” 

Mr. Sackheim says that although 
the publicity about the suit could 
have hurt him quite a bit, the 
agency actually has doubled its 
business since the action was filed 
in 1955. However, at least one 
prospective client failed to become 
a client after reading about the 
suit in the pages of ADVERTISING 
Aag, he said. 


= Max Sackheim, at 67, still bub- 
bles over about the advertising 
business. An oldtime mail order 
adman, he came out of Chicago’s 
west side in 1905 to join the Long- 
Critchfield Co. (later Taylor- 
Critchfield and now simply Critch- 
field) as a $4-a-week office boy. 
He was 15 at the time. He never 
got a high school diploma. 

Mr. Sackheim stayed with 
Critchfield until 1912, doing a lit- 
tle bit of everything, but mostly 
learning how to write copy. One 
day he saw a Sears, Roebuck & 
Co. ad that he thought missed the 
point, and he wrote to tell them 
about it. 

This letter resulted in his being 
hired by Sears as assistant ad man- 
ager to “a wonderful man named 


The most 


LOOKED AT 


tv station 
in 
Dallas! 


Rosenfels.” He got $75 a week. 

“In 1913,” Mr. Sackheim recalls, 
“Stanley Resor came to Chicago 
looking for a mail order man. He 


Jacobs, “with whom he has been) 


Arthur Bailey 


Bailey, Carter Get 
Top Jobs in FC&B’s 
Los Angeles Office 


Los ANGELES, March 4—Arthur 
A. Bailey has been appointed vp in 
|charge of the Los Angeles office 


Nelson Carter Roy Campbell 


| of Foote, Cone & Belding, and Nel- l of account management. Before 


|son Carter vp and general man- 
ager. The appointments were an- 
nounced by Roy Campbell, exec 
vp of the agency, who is retiring 
as an active employe, but will con- 
| tinue to serve as a consultant. 

Mr. Bailey has been with FC&B 
since October, 1957, as director 


joining the agency he was exec vp 
of the Marschalk & Pratt division 
of McCann-Erickson, New York, 
and president of the Ward Whee- 
lock agency in Philadelphia. 

| Mr. Carter has been with the 
agency since 1939, and has been 
serving as plans board chairman. + 


guessed over $2.98 had sold them- 
selves. We sold 40,000,000 volumes 
by mail over a three-year period.” 


;moted the National Music Lovers 
|selling albums of eight records for 
| $2.98. ““We sold lots of records,” Mr. 


came in and gave people free mu- 
s ” 


sic 


Scherman, together with Robert 
Haas, started the Book-of-the- 
Month Club. “We each had a one- 
third interest. To my regret, I don’t 
have one-third now,” laments Mr. 
Sackheim. 

In 1929, Mr. Sackheim decided 
|\to “retire” from the advertising 
[asiness He sold his Book-of-the- 
Month Club 
Scherman, and the two of them 


interest to Harry} 


Fifth Ave. I fixed up the place. 
| We had seven people, and I still 
j|have some of them with me. So I 


Sackheim & Scherman also pro-| got back in the agency business for | 


myself.” 
Maxwell Sackheim & Co. has 
done all right. It has some 35 cli- 


Sackheim recalls, “before radio) ents, including the Literary Guild, | 


Famous Artists Schools, Young 
| People’s Records, Time Inc., Art 
Treasurers of the World and the 


bill about $6,000,000 this year. 

| And Mr. Sackheim is happy to 
be back in the mail order business, 
|which he considers more honest 
than most advertising. He has an 
apartment two blocks from the of- 
|fice—“I’m the first one in here in 
the morning’—and he spends a 
good deal of time in his Clearwater, 
Fla., home. Two sons, Robert and 


Bell Sees Car 
Sales in ‘58 at 
5,600,000 Level 


(Continued from Page 2) 


s In 1928, Messrs. Sackheim and Columbia “LP” Record Club. It will | number replying were not given in 


| the survey report. ] 

“Madison Ave. and Detroit and 
the dealer body should not regard 
lightly such statements as these, 
because we are neither manufac- 
‘turing, nor advertising nor selling 
nor servicing inexpensive trinkets 
|or gadgets,” Mr. Bell warned. 


® He also advised that to restore 


hired me to come to New York for | S°ld their agency to two other en- 
Thompson. He paid all my moving | terprising men, Victor Schwab and 
expenses.” |Robert Beatty, still in business as 
Madison Ave.’s largest mail or- 
® At J. Walter Thompson, Mr,./der shop. “Wonderful fellows,” 
Sackheim got $100 a week—but he 5@Ys Mr. Sackheim. “We are still on 
left after only one year. “I was| the friendliest of terms.” 
fired,” he says proudly. “I didn’t; Mr. Sackheim went out to Cleve- 
fit into that Thompson operation, |!4Md to join the Brown Fence & 
what with that big word, ‘free,’ all| Wire Co., an agricultural mail or- 


|heim says. “I’m going to get out of 
fast life. Instead 


me.” 
The 24-year-old Mr. Sackheim|New York's 


over my ads. If I put more than|4er business. “I’m going to take it, 
25 words in an ad, they would kill | ©@SY now, I told myself,” Mr. Sack- | 


then joined Ruthrauff & Ryan—/|°f worrying about all my clients, | 


“They were a small agency then 
and could only afford to hire me 
for half days at $40 a week.” 

Mr. Sackheim worked on mail 
order accounts at R&R, then went 
back to Chicago in 1918 to open 
the agency’s office there. A year 
later he was back in New York 
with R&R. 

“I got a letter from Ruthrauff 
asking me to come back as head 
of the copy department—and I did. 
I got 10% of the agency’s profits. 
In one year, my share came to 
$10,000 and I began to worry. If I 
had to look for another job, how 
would I find one paying that much 
money?” 


s At Thompson, Mr. Sackheim had 
| become friends with a man named 
|Harry Scherman, and in 1920 they 
,opened their own agency, Sack- 
|heim & Scherman. Together they 
jran some of the most successful 
| mail order operations of that time. 
They had the Little Leather Li- 
| brary, a collection of classics bound 
in imitation leather, each volume 
selling for 10¢, 30 of them for 
$2.98. 
| Prospective customers would re- 
ceive in the mail a sample cover. 
Copy would ask: “How much would 
you pay for 30 books bound like 
this?” The customers were asked 


to make their guesses and then|® After a year and a half with | 
open an enclosed envelope with the | Bruck, Mr. Sackheim decided to set | 
up his own shop again. “My clients | 


| 


| real price—$2.98. 


fll just have one.” 


followed, the Brown company 
fared poorly. Mr. Sackheim, who 
had invested in the company, took 
a beating. 


= “I was nearly whipped,” he 
says, “but I decided to stick it out 
in Cleveland and watch that hole 
my money went into. I stayed 15 
years watching that hole.” 

| The company made a comeback. 
During the war it was converted to 
a defense plant, making aircraft 
parts. It was earning $1,000,000 a 
year, and Mr. Sackheim was now 
| president. 


company and said: “I’m leaving.” 
“For how long?” asked the chair- 
man. 

| “Forever.” 

| “You're crazy.” 

“No, it has to be this way. I even 
went to a psychiatrist, and he told 
me I have to get back to New York 
and the advertising business.” 

| So it was back to Madison Ave. 
in 1944, starting over at age 54. “I 

}went around to different places 

i I found a little agency, Frank- 


lin Bruck. I brought in $1,000,000 | 


worth of business in a year.” 


J 


| 


In the stock market crash that} 


In 1944, Mr. Sackheim relates, | 
he went to the chairman of the) 


Sherman, work in the agency, Rob- | public confidence in the matter of 
ert serving as president. |car pricing, the NADA has “recom- 
: 4 _ |mended to the manufacturers that 
# A first cousin, Ben Sackheim, they return to a practice that exist- 
has his own agency, and they/ed for many years in the industry 
sometimes get each other’s mail. —maintaining nationally adver- 
We have an agreement between tised uniform delivered prices for 
us not to pay each other’s bills,” their products.” 
eo Setihiiee te edventh An advertised price, though it 
ing baibeeiie "heist cooniied bent pe tyr as dy ee 9 oaaein 
" 7 o 2S, S e ad 
itn e,ewtsonel. tase tel ate as? “a8 Some meee 
6 . able os 
still believes the best proof of ad-| what ms cleiindemha” 
“co to be the coupon return. |. This would remove the oppor- 
e don’t know from borscht,” | tunity for a handful of dealers who 
/he snorts. “Motivation? If the ad |advertise fantastic discounts from 
sells, it’s got motivation. I don’t | an artificially inflated or ‘packed’ 
care what the psychologists say.” # price,” he said. 

Regarding the over-all economy, 
Mr. Bell said we are now at the 
Boost Rythm Step Shoes |beginning of the “inter-boom” 

With its seven pages in the years, which will be years of some- 
March Glamour, Johnson, Stephens|What slower growth and higher 
& Shinkle Shoe Co., St. Louis, be- | levels of unemployment. He pre- 
lieves it has a “first” in fashion | dicted personal income will exceed 
shoe advertising. Each of the seven | the 1957 level by about $10 billion, 
pages features a different Rythm|>Ut that consumer spending for 
Step shoe and a different store. | durable goods will remain close to 
With Glamour’s split runs in east- | /@St year’s $35 billion. Most of any 
ern, central and western editions, | ™Crease in consumer spending will 
the shoe manufacturer was able to | >¢ in non-durables and services, he 
provide coordination with 21 stores. | 5414. # 
| Frank Block Associates, St. Louis, 
is the agency. 


Seven Pages in ‘Glamour’ 


eo Buys WLEX 
Lexington Broadcasting Corp. 
Goeld Advertising Formed /has bought WLEX, ron cwe Bly Ky. 
Seymour Goeld, formerly a prin-|radio station, from Central Ken- 
|cipal of Rosen/Goeld Advertising, |tucky Broadcasting Co. Lexington 
has formed, in association with Gil- | Broadcasting is owned by Roy B. 
bert H. Applebaum, a new agency | White Jr., for the past six years 
jcalled Goeld Advertising. Mr.|associated with Robert Heller & As- 
|Goeld will serve as president, Mr. sociates, Cleveland, as a marketing 
Applebaum as treasurer. The new |and advertising consultant. WLEX 
agency is taking over the Miami | call letters will be changed within 
headquarters, many of the staff) the next 90 days to indicate separa- 
and accounts of the former agency.|tion of the radio station from 
At the same time, Harold Howard,| WLEX-TV, which continues to be 
formerly of Newman, Stern & Man-|controlled by Central Kentucky 


dell, has joined the agency as an | Broadcasting. 
|account executive. 
Cowling Joins O'Leary 
KQV Appoints Young Jerome O'Leary Advertising 


Adam Young Inc., New York,| Agency, Boston, has appointed 


“We asked them to return their| wanted me to start my own agen-| has been appointed to represent | Terry Cowling an account execu- 


guesses,” Mr. 


Sackheim §says.|cy,’’ he says. “Doubleday very gen-| KQV, Pittsburgh. Paul H. Raymer |tive. He formerly was Massachu- 
“They ranged anywhere from $1/|erously gave me the second floor| Co. formerly was the station’s rep-| setts commercial manager for the 


| Concert Network. 
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These departments appear 
every month in Media/scope 


Publisher's notebook 
... Walter E. Botthof 


How can media sell themselves as adver- 
tising vehicles when so much of their own 
advertising is inept? Straight talk on a 
delicate subject by Media/scope’s 
publisher. 


Trade Talk ........ Dave Wasko 


More penetrating comment on media 
matters. Some of the subjects: an agency 
president ticked off, drunkscand lamp- 
posts, a tonic for TY. 


Market Studies of the Month 


Here are capsule reports on the who, 
what, when, and why of the month's most 
significant new marketing analyses. 


Media Studies of the Month 


What's new in media research? 
Media/scope offers shorthand descrip- 
tions of all the newest twists. 


“the Media/scope: a Look Around 
and a Look Ahead 


Fecus.on. the, most. significant trends in 
media affairs during the last 30 days— 
and during the next 30, 


Are you selling space or time? 


People read Media/scope to keep up to 
the minute on ideas and methods that will 
help get advertising messages to the right 
people...effectively, economically. These 
are the very people you have to sell... 
and when they’re reading Media/scope 
is the very time to sell them... about the 
particular advantages of your medium. 
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If you're somebody in advertising 


there is something for you 
in the March Media/scope 


... because Media/scope is edited for 
all executives in advertising who make decisions 
that affect the selection of media 


The March issue of Media/scope presents... 


Media/scope’s New Index of Advertising Costs 
... Dr. H. P. Alspaugh and Harry J. Johnson 


This month Media/scope begins publication of a sig- 
nificant monthly service that will give media planners 
accurate current indices of cost in major media for 
budget making. 


Media Function at Lever Brothers... 


In an exclusive interview Samuel A. Thurm, new 
general manager of Lever’s Advertising Services, 
anatomizes one of the nation’s largest and most 
thoroughly organized media departments. 


Who Owns Unused Advertising Space and Time? 
..+ Morton J. Simon 


A standard problem in agency media departments is 
space or time that has been ordered but not used. A 
legal expert shows how to avoid confusion and save 
tempers. Second in a series on legal aspects of 
advertising. 


U. S. Steel’s Media Decisions in its 
Snowflake Campaign... 


An up-date on the varying fortunes of Big Steel’s 
mammoth effort to sell more steel by plugging appli- 
ances. Since Steel began playing down its logo in favor 
of more retailer centered promotion it has garnered 
a harvest of tie-in space and time. 


Consider the Life Cycles of 
Magazine Households ........ Daniel Starch 


Can magazine advertisers make sure that advertise- 
ments reach the most responsive audience? Yes, says 
Dr. Starch, and cites chapter and verse. The method: 
matching magazine circulation to the stage in the life 
cycle you want to influence. 


How Agencies Train 
Their New Media Buyers 


Media/forum department quizzes media directors on 
their various approaches to training recruits in mat- 
ters of media, markets and clients. 
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Refresher Course in Newspaper-Distributed 
Magazines 


An authoritative up-date on the amazing growth of 
newspaper supplements: the facts, the figures, the 
strategy behind the use of newspaper-distributed mag- 
azines by national advertisers. This installment, the 
first in a series covering the whole field, deals with 
nationally syndicated supplements. 


What's New at BPA? 


Plenty, says President Adin Davis. Biggest movement: 
increasing pressure by advertisers and agencies on 
unaudited publications to back up unsubstantiated 
circulation claims. 


Take-a-Bow Department 

An interview with Compton Advertising’s John K. 
Strubing on the occasion of his retirement as vice- 
chairman of the board. Of special interest are Mr. 
Strubing’s highly individual opinions of media, media 
departments and media salesmen. 


What the Development of Supermarkets Means 
to Outdoor Advertising 
How Outdoor figures in the media strategy of adver- 


tisers who need to reach the great shopping center 
consuming public. 


What is Exposure Opportunity for 
Magazine Advertisements? .... . Blair Vedder 


Needham, Louis and Brorby’s assistant media director 
settles the question of how useful all those studies of 
magazine audience and readership are. 


The Measurement of Meaning: A Review of a 
New Book by, among others, Professor 
Charles E. Osgood...... Dr. Irving Roshwalb 


The technical director of a prominent market research 
firm analyzes a new measuring technique that may 
well influence the selection of media. 


Editorial: 
“What About Some Pure Media Research?” 


Media/scope’s editor cuts through the welter of com- 
mercially profitable but otherwise dubious “research” 
projects which afflict media buyers, with a concrete 
proposal for really pure and unbiased media research. 
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SOUNDS GOOD TO ME: Enter my subscription to the new monthly 
MEDIA/SCOPE for one year at the money-saving introductory rate 
of $2.00 (regular rate $3.00) I'll remit promptly when you bill. 
(0 Check here if you prefer 3 years for $5.00. 
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